_ en 
ane 


. 
+ cy ro owas 
Gi Si il eh Hii | 
y BU J Lk 


/ ‘ 


an be 
ge— 
sup- 
engi- 
ealer. 





FOR YOUR WINDOWS AND INTERIORS 


SUMMER SPORTS & TRAVEL 
C O mM U ra (commercial mura! 


TRADE MARK REG. U. S. PAT. OFF. 
USE LIKE POSTERS OR MOUNT LIKE WALLPAP 


OUT-OF-DOORS POSTERS .. . 32 x 48 inches .. . printed in |? 
effective oil colors, by exclusive halftone method. They’re pack: < 
with ‘Suggestive Sell’’ for active and spectator sports .. . a 
natural promotion . . . easily understood . . . easy to look at. 


SET OF FOUR DESIGNS ONLY $5.00---INDIVIDUALLY, $1.50 EACH 


For summer travel and vacation promotions—special shops 
or windows—Comura panels printed in 7, 8 and 9 oil col- 
Two posters as used by ors and silver. 
R. H. White Company, 
Boston, Massachusetts 
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Design S-133 Design S-134 
Size: 30x90 inches Size: 30x90 inches Size: 30x90 inches 


: : — na a EAST] IRA + 
Design S-135 as used by R. H. White, — > : ; A| 
Boston, Massachusetts . 4 . _— 
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Write now for free brochure, illus- SOUTH “a “rey tage am i) 
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trating Comura for Jantzen and Palm Design S-133 as used by Buffun's, — DesignS-136, Size: 15x90 in. (Design S-137, Size: 15x90 in. not shown) 
Beach Shops. Long Beach, California SIZE: 30x90 inches, $3.00 EACH—SIZE: 15x90 inches, $1.85 EACH 


W. L. STENSGAARD & ASSOCIATES, INC. @ 346 N. JUSTINE AVE., CHICAGO, ILLINOIS 
NEW YORK OFFICE: RCA BUILDING, ROCKEFELLER CENTER 
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OUR NEXT ISSUE 


In DISPLAY WORLD for June—a complete per- 
sonalized article on the New York World's Fair, 
written from the editor's personal observation and 
from the displayman's standpoint: itineraries, ex- 
hibits you must see, costs, photographs, what you 
can pass up—five full pages of facts you will need 
whether or not you plan to see the fair in person. 

. Also full details of the final program for the 
l. A. D. M. convention—making this a combina- 
tion World's Fair and Convention number you can't 
afford to miss; more pages, more photographs, more 
news notes, more articles. In the mails on June 15. 


1939 


"In discussing display problems, the same mo- 
tivating spirit should govern window display and 
interior display. A well-displayed store is com- 
parable to a well-groomed person and should as 
definitely reflect the character of the store as the 
choice of clothes reflects the character of a per- 
son. Consequently, the display manager should 
be well-versed in the advertising of the store 
and should try to reflect consistently the same 
style trends.""—Miss L. W. Munn, advertising 
manager, The Williams Hengerer Company, 
Buffalo. 


THE COVER 


The attractive display seen on this month's 
cover is the creation of J. C. Nichols, display 
director, John Wanamaker Philadelphia, Inc.. 
Philadelphia, Pa. Beachwear comes to the 
fore in this marine setting, with a diving man- 
nequin poised in green cellophane “water” 
in the background. The dark blue window 
card bears white lettering and gulls... . A 
large group of Nichols’ displays will be shown 
in DISPLAY WORLD soon. 





The World of Tomorrow has 
window displays of today 


once more 
set the pace for 
in the metropolitan area. The long awaited 
opening of the Fair was the signal for a 
gala parade of windows blending the same 
streamlined modernism and 


that prevails out on 


elements oi 
high-powered fantasy 
Flushing Meadows. 

Mannequins turn overnight into creatures 
of wood and and_ stiffened ~“all 
lit up like a Christmas tree.” Anything goes 
in the settings provided it’s new, 
exciting and original. 

Everything is not keyed to the world of 
of the lead- 
years 


wire lace- 


window 


the future, however, for many 
ing displaymen turn back the clock 
or even centuries to evoke memories of past 
spectacles that foreshadowed the Fair of 1939, 
Nor is it in windows only that the festive 
spirit prevails! The stores and buildings are 
draped with banners and bunting, with wel- 
coming flags of all nations whipping in the 
breeze. New York City has been turned into 
one great, thrilling, dramatic show in which 
the window displays play a leading and ex- 
citing role 

“Up from Beach Nights . . . the 
fashion for Filmy White with Shadows of 
Black Lace” was the romantic title 
by Tom Lee of Bonwit Teller in presenting 
for the first time illuminated manne- 
quins made entirely of lace. 


Palm 
used 
new 


regulation 
window 


proportions of 
figure in the 


Assuming the 
mannequins, the 


—Display at upper left, Tom Lee, Bonwit 
Teller . . . center, by Ernest Woolard, Arnold 
Constable . . . at right, by Irving Eldredge, 
R. H. Macy & Co... . (All photographs by 
courtesy of Worsinger Window Service, New 


York City) — 
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Excitins Display ideas 
In Manhattan Windows 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


(left) is posed decorously with both feet 
on the floor. In other of the eight windows 
they were afloat in the air on invisible wires, 
which with their ethereal white gowns and 
luminous radiance gave them the aspect of 
angelic visions from 
heaven to visit Bonwit Teller’s windows. 

patterned moulded 


dropped casually in 


Variously laces were 
over plaster forms in fashioning these imag- 
inative and then 
being coated with airplane lacquer to “fix” 
the contours. With the removal of the 
blocks and the addition of the tubular “lu- 
malite,” they then face the 
world in their white lace gowns and fashion- 


lovely figures—the lace 


were ready to 
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able lace coiffures as seen in the pict 
The show 

parencies lettered in black over white 

ornamented with black 


windows thx 


cards were cellophane ti 


covered plaques 
velvet bows. In other of the 
wording was revised to describe the fashions 
as “Inspired by Bermuda’s approaching In- 
ternational Ball.” The 
especially created for this series by 


figures were 


Myrtle 


Lace 


Baer. 

From 12th Century Russia when “gypsies 
lent color and romance to the world’s oldest 
fair—in Nijni Novogorod” Display Director 
Ernest Woolard of Arnold Constable took 
inspiration for a colorful stretch of windows 
“fashions for the summer of to- 
The window (second illustration) 
evokes a vivid picture of those early caravan 


promoting 
morrow.” 


fairs, with their picturesque nomad atmos- 
phere. A gypsy camp with its gay wagons 
is painted in lively colors on the center 
panel. In the foreground is seen the rear 
view of a typical caravan painted in dark 
red, the heavily shadowed door and _ the 
red and green striped awning of wall board 
actually projecting from the panel and 
lending depth to the painted scene. 

Red and yellow chiffon in alternating 
stripes makes the tent-like drapery caught 
up by a white pole wound with bright red 
ribbon. The walls and shallow plateau arte 
finished in lime yellow with sand rubbed in 
to give an aged, weathered effect. Bright 
kerchiefs are arrayed with flowers in the 
tambourine without which no gypsy 
is complete—this 
homasote and red beaver board with shiny 
tin discs. Similar scenes of gypsy life are 
done in the entire battery of windows, which 
includes all the front and side stretch. 


scene 


oversize one of white 
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—Immediately below is a display by Sidney 

Ring, Saks-Fifth Avenue .. . at right, by 

H. H. Littell, Bamberger's, Newark, N. J. 

. . below, by Beaumar Jaimes, Franklin 
Simon— 


l)ramatizing tashions for the World's Fair 
of today—contrasting them with the clothes 
worn at fairs and expositions of the past 
and extending a warm welcome to out-oi- 
town visitors—is the three-fold story ingeni- 
ously put over by Irving Eldredge of Macy's 
in the six windows of the Broadway stretch. 
Each window background was divided into 
eight triangular, 
turned simultaneously at 10-second intervals 
to show three different sides or changes— 
the first of these having the word “Welcome” 
in bold black letters across the upper part of 
the panels, underscored by a band of tri- 
color stripes. Beneath this on the eight 
panels were eight state seals in alphabetical 
order, which continued in this fashion along 


revolving panels which 





the entire six windows for the total of forty- 
eight. 

The second revolution of the panels brings 
to view the brilliantly painted scene shown 
in the third photograph—the Centennial 
Exhibition held in Philadelphia in 1876. 
Here is emphasized the dramatic contrast 
between fashions of that fair and today’s, 
with the figure in the costume of that year 
looking as if she had stepped right out of the 
background to gaze in wonder at the stream- 
lined figures beside her. 

Once more the world almost literally 
changes; the time is 1939, the scene: Con- 
stitution Mall at the New York World's Fair. 
Here the order is reversed and the old-fash- 
loned figure is anachronistic to the setting, 
and the modern figures take the spotlight. 

The theme is developed in a similar man- 
ner in the five remaining windows, with the 
past fairs leading up to the recently opened 
Golden Gate Exposition and the World's 
Fair scenes—depicting among other things, 
a view of Macy’s Toyland. The costumes 
of the past are by courtesy of the Museum 
of the City of New York. 

Garden lore—that age-old blend of fact 
and fancy relating to gardens and flowers— 
Was the inspiration for a series of appealing 
Windows at Saks-Fifth Avenue, where Dis- 
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BANBERGERS 
play Director Sidney Ring presented sheer, 
summer evening fashions in bower-like set 
tings of green tolhage. Kach of the six wi 
dows depicted, in the language of flowers, 
some tact or legend in which a single man 
nequin, appropriately gowned, was the syn 
bolic figure to which the window scroll re 
ferred in its final comment—"“Such as one 
of these.” 

“Women who can by their magic touch 
make flowers grow are said to have ‘Green 
Fingers’ ’—is the fanciful belief dramatized 
in the window (at the immediate left) 
the added comment taking on an underlying 
note of deep significance in its timely ap 
peal, “Let the gentle hands of women lead 
the nations back into the Gardens of the 
World and there will be Peace and Justice 
The mannequin appears as a_ goddess ot 
Peace in her classic white draperies, with 
a laurel wreath encircling her serene brow. 
The “green fingers” are single laurel leaves 
stuck into the fingertips of a white metal 
hand resting on a tray of the same material. 
\ wreath of 
white wood pedestal 

White enameled “woodweave’” 


laurel decorates the simple 


makes the 








circular background, hung with garlands of 
and banked with evergreens, this 
treatment carried throughout the stretch ex- 


cept where potted shrubs a flowering 
magnolia in a cloud of pink bloom a 
tender green young chestnut tree are 


substituted for the evergreens \ll t the 


figures have wigs of real hair to harmonize 


with the delicate colors of their gowns 
(;reat succulent radishes were used in a 
full stretch of windows and coordinated 


n 
terior displays throughout all departments 
at Bamberger’s, Newark, when a new color 
promotion was launched under the heading, 
“We've dug up a crisp new color Radish 
Red.” 

lwo variations on this theme were shown 
in the window settings by Display Director 
H. H. Littell—the one reproduced at the 
upper right of this page—promoting Radish 
Red millinery with the gay wording, “—it 
goes to your head.” Hanging beds of natural 
green moss over mesh wire trames have the 
hats displayed on the leaves of the great 
red crepe paper radishes with their long 
stringy tails shading from red to white 

[Continued on page 39] 
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Diversity Of Techniques 
Marks California Windows 








Typical of the Gold Coast’s cosmopolitan 
population and catering to their diversified 
taste, Southern California’s windows this past 
month represented a cross-section of the 
country’s dominant thoughts. 

With the mounting public interest centering 
around the Golden Gate Exposition on Treas- 
ure island at San Francisco, Display Director 
H. H. Hamilton, H. C. Henshey Company, 
Santa Monica, effectively dramatizes a rose 
ensemble with suggested accessories by posing 
a mannequin in a chair, apparently gazing 

Tower” ona 
(First illustra- 


at a painted copy of the “Sun 
background of black velvet. 

tion.) In front of the panel, mounted on a 
black velvet box, is a miniature copy of the 


By HELENA B. ROGERS 


California Display Technique, Los Angeles 
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ae 


Be 
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Sun Tower, with the inscription, “Centra! 
therre cf the 1939 Golden Gate International 
Exposition.” The window is lighted on one 
side by a large parchment candle having a 
standard of royal blue. A very modern white 
displayer supports the navy and rose acces- 
sories, while another modern displayer at the 
opposite side of the window holds perfume 
bottles. Near the figure stands a modern 
lighting fixture giving off a faint glow and 
hearing the inscription, “Court of the Moon.” 
A heavy silk cord drapes from one corner of 
the painted Sun Tower to the front of the win- 
dow, circling the mannequin’s chair. The 
floor is sand colored, and the window is spot 
lighted from the ceiling. 


A springtime window with a hint of s 
mer is used by The May Company, execut 
by Display Director Carl Ahlroth, in disp! 
ing fashionable green, light weight wool « 
over print dresses. (See lower left.) Witl 
the card stating the fact that “Green ts i 
rage of Paris in costumes with wool coats 
print dresses,” two mannequins are 


against an archway decorated with redberry 
and green fans trimmed with ferns fastene.! 
to white ropes attached to the top of the arch 
and reaching to the floor. For diversity, 
white plaster statue holds flowers at one side 
of the window, with accessories placed at its 
feet on the green floor platform. Fans trin 
the foreground of the floor. The backgroun! 
is a dusty pink. The window is spotlighted 
hy green and natural spots behind the arch 
and with natural spots from the ceiling 
Dramatizing the importance of the fashiot 
theme of black and white in accessories this 
spring, Ahlroth also cleverly employed the 
checkerboard idea. “Black and white wit! 
the accent on stark white” reads the 
and white card. The large black and 
lacquered square checkerboard effect is edge 
with white rope and holds the accessories 
consisting of neckwear, shoes, ete., placed 
black on white, and white on black squares 
A white lacquered circle supports black an 
white glass bricks bearing a hand and milli 
ery head. Twining white morning glories 
are used to advantage here. A backgrouw! 
of dusty pink is employed, while the spotlig! 
ing is from the ceiling. 


¢ 


—Upper left, a window by H. H. Hamilton 
H. C. Henshey Company, Santa Monica. . 

Immediately above, and at left, two displays 
by Carl W. Ahlroth, The May Company, Los 
Angeles. (All photographs by courtesy 0° 
California Display Technique, Los Angeles) — 
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—At right, by Stuart A. Raymond, The 
Broadway (Down Town)... . Center, a shirt 
display from the Seventh street Desmond 
store. ... Below, by J. Roy Stewart, Barker 
Brothers . . . all of Los Angeles— 


Very effective is the fashion color promo- 

tion on “Tobacco Tones” used by Display Di- 

rector S. A. Raymond, Broadway Department 

Store (Down Town), as seen in the first pho- 

tograph on page 5. “Briggs brown and other 

harmonizing tobacco tones in California 

sum- sportswear” reads the card. This theme has 
cuted heen enlarged upon through the use of a large 
play- seamless paper scrol] fastened to the top of 


ts the background and reaching to the floor, 
W ith depicting tan tobacco leaves and a Briggs pipe 
is the mixture container, painted in shades of brown. 
ts and The modern displayers hold sport shirts and 
sed accessories, while tins of tobacco are used to 


accent and spotlight the brown and tan mer- 
chandise. Large brown crepe paper tobacco 
leaves with green paper foliage are also use:l 
as accents. The floor covering color is bur- 





gundy. 

Eve-appealing by reason of its simplicity 
is the next display, showing men’s shirts, ties, 
and socks. This Desmond’s window, located 
on Seventh street, says “Tiffany-tone shirts 
put California color in = your’ wardrobe.” 
Chromium and glass-trimmed rods attached 
to the ceiling hold a glass shelf supporting a 





shirt form and accessories. Hemp rope fas- 
tened to a corner of the rod comes down and 
is wound around the shirt board on the back- 
ground, encircling the unit on the shelf and 
extending to the floor unit. This is a simple 
and effective manner of “tieing together” this 





merchandise. Modern chromium displayers on 
either side of the window support shirt units. 
Amusing wooden dogs and horses are used 
as decorative notes throughout the window. 








The flooring is a pastel green. 








dberr) “Historic America,” is the theme used by 
stened Display Director J. R. Stewart, Barker 
e arch Brothers, for the final display. With the cur- 
sity, a rent strong feeling for everything American, 
re side ind especially harking back to the good old 
at its days, this is a very timely window. Beautiful 
s trim ld Staffordshire blue china with Currier and 
yroun | lves reproductions is the merchandise used 
lighted to bring out the thought. The background 
irc! Is white, paneled in red, with blue star cut- 
Ig. outs. In the center background is posed a 
ashiot huge cut-out eagle carrying a scroll with the 
es this slogan. The white floor holds drums of white. 
ed th handed in red and trimmed with blue cord, 
wit! lisplaving the dinnerware. A white card hears 
black the inser:ption “For Proud Americans.” 
hite 
et oa Norfolk Store Wins 
juares Heirloom Contest 
k and First prize in the window display contest 
milli sponsored by the Heirloom Needlework 
glories Guild, Inc.. New York City, in connection 
grout with the Hiawatha World's Fair Needlepoint 
tlight contest. has been awarded to C. E. Duke, 
Ames & Brownley, Norfolk, Va. Second 
and third place went to Edward S. Arkow, 
Gimbel Brothers, Philadelphia, Pa., and 
” O'Connor & Moffat, San Francisco, Calif. 
ays The judges included Lester Gaba, manne- 
Lo quin designer; Mrs. Polly Pettit, director, 
0? New York School of Display, and V. W. 
a Sebastian, DISPLAY WORLD. 





With ear-muff weather assuming a die- 
hard attitude in Chicago throughout the 
month of April, State street window drama- 
hesitancy 
shifting the scene gave the shopping 
public a timely of apple blossoms 
and smart dark prints. But May, coming 
in on a business basis and bringing a range 
ot temperatures in the upper 80's, changed 
all that. Overnight appeared a convincing 
preview of fashions that will be fun to wear 


tists showed a_ natural toward 


encore 


under the sun or beneath a June moon, 


as the case may be. Lawn divans, outdoor 
cocktail tables, 
luncheons are only part of the gay pageant 
that silently attests to spring’s swing into 


summer. 


accoutrements for garden 


Of course, specific display aspects of the 
current month overlooked. May 
poles and Mother’s day reminders played to 
their spotlight, the Kentucky 
Derby furnished an exciting theme for point 


were not 
share of the 


ing up spectator sports clothing and acces 
sories, but for the most part, the designers 
are looking ahead, concentrating upon start 
to-finish suggestions for brides-elect, hints 
for the 


crurseaus tor 


graduate, 
and tempta 


high-school and college 


summer sailors, 
tions for the beach 

With Chicago lying in the general path 
of the traffic 
it is not surprising to find these events being 


between the two world fairs, 
given due prominence in the store windows 
Paul Wertz, The Fait 
opportunity by the 


Display Manager 
Store, has 


lock, is capitalizing upon an excellent chances 


seized fore 


for name-play. In the store’s two central 
State 


framed pictorial background panels depict 


street windows, he has hung wood 


ing The Fair Store at the busy crossroads 
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pring Jwings Into Jummer 
Alongs State Street 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


between New York and San Francisco. The 
panorama of planes, trains, cars, and motor 
buses en route between the Treasure Island 
tower and Flushing’s perisphere and trylon 
has been done with gaily paints 
upon black velvet, is titled “3 Great Fairs.” 
These backgrounds lend importance to the 
travel costumes featured in the windows. 
His displays on this page show man- 
nequins in a variety of outfits. In the first 
display, on a scroll platform of white enam- 
eled fabricated wire mesh, there is an as- 
sortment of 


colored 


hats, 
jewelry, 


shoes, purses, 


binoculars, costume and colortul 


gloves, 


posters. Three pieces of striped luggage are 
appropriately displayed, and the travel note 
is further carried out by a miniature air- 
plane and a streamlined train upon a tiny 
track. A placard, placed well front, queries, 
“Fair Bound? East or West You'll Need a 
Tweed.” 

Companion windows, on either side of the 
two center ones, are dramatized by smaller 
panels of similar construction and _treat- 
ment, one showing the California fair sym- 
bol, the other exhibiting that of the New 
York exposition. In the second window pic- 
tured here, a white poster in the foreground 


carries the notation, Fashions with a 
World’s Fair Future Printed Rayon 
Crepes Triple Sheer Silk Prints 
Rayon Sheer Darks.” A white wire plat- 
form again displays posters; hats and ac- 
luggage, and a_ folding 
add a going-away touch; a toy airplane ts 
poised in mid-air and a small bus has been 
substituted for the train used in the first 
window. This comparatively simple setting 
stages effectively the daytime frocks of the 
three mannequins that dominate the displa) 
In Carson Pirie Scott & Co.’s front win- 
Display Director J. W. Camp! 
arranged a series of buoyant single mann 
quin displays for the advent of May. Das) 
decked white wood Maypoles with a jaunty, 


cessories, cameta 


dows, vell 


—On this page are shown two of Paul 

Wertz's displays making a tie-in with the two 

fairs, for The Fair Store. Fabricated wire 

mesh, in white enamel finish, was used exten- 

sively as a decorative. . . . All photographs 

by courtesy of Fred Kuehn, Photographers 
Chicago— 
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—Two of J. W. Campbell's recent windows 

at Carson Pirie Scott & Co. are illustrated 

below. The Maypole theme was used as a 

gesture to the season, and a timely connec- 

tion with the Kentucky Derby was made in 
the other display— 


modern slant, were silhouetted against 
drape-bordered background panels of soit 
sky blue. Over the garlanded top hoops 
fell 2-inch paper ribbon streamers of pastel 
hues to accent the various colors of the 
costumes. In each window, a floor mat of 
artificial grass served as a means of empha- 
sizing appropriate style accessories. An im- 
portant note in each window was the tradi- 
tional May basket with a card peeping out 
from among the posies to proclaim to pass- 
ersby, “You'll Look Fresh as a Daisy.” The 
phophecy was followed in each case with 
copy for the particular display. For the 
summer formal dress shown in the first pho- 
tograph on page 7, the message continued 
“ina swirl of shantung, as you dine al fresco 
or dance on a country club terrace.” 

An unusual idea for showing millinery 
was employed by Campbell at the same time. 
Mounting an action photograph of the 





Churchill Downs track upon a back panel 
he gave impetus to the timely sports theme 
with a lettered card reading, “Off to the 
Kentucky Derby . . . 1939 Entries for the 
Grandstand Will Be Conspicuous for their 
Presence at Saturday's Derby and Later 
Summer Sports Events, Silhouette Room 

Fifth Floor.” By “grandstanding” the hats, 
placing the head models on platforms of 
varving levels for interest, he was able to 
justify turning them with three-quarter 
backs to the spectators. This deviation from 
the standard face-front 
plan added novelty, exhibited the hats to 
Center of attention was a 


shooting-gallery 


better advantage. 
full-length mannequin, field glasses in hand, 
Wearing a plaid cape and a large brimmed 
sports hat. 

For National Baby week, Campbell car- 
ned out, in a minimum amount of space, 
a crowd-stopping idea for the display of in- 
fants wear. Four ingenious wooly lambs 
With crepe paper fleece, tubular paper legs 
and wistful paper faces cavorted over the 
top of a baby carriage and waded in the 
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nap oi a heavy white string rug. One of the 
animals wore a baby bonnet and a frilly lace 
bib. Resting upon a pink and blue and 
white hill of daintily embroidered pillows 
was a baby mannequin, rattle in hand. Other 
articles to complete the layette were placed 
at strategic points. 

Colorful bits of atmosphere for summer 
merchandise in other and less pretentious 
windows of the store were white wrought- 
iron stands holding pots of artificial flower- 
ing vines, gigantic blown glass wine bottles 
with painted rafha skirts, and backdrops of 
Mexican gourds and peppers on strings of 
varying lengths. 

Charles A. Stevens Company, featuring 
“Stop Red,” recently arranged a large group 
of mannequins in summer prints before a 
white fence with a bright red top rail. At 
one end of the window, a traffic light con- 
structed of cardboard, intermittently flashed 
red. While the red light was _ functional 
for emphasis, the green “light” was merely 
a painted spot. (This display, and those 
described in the following, are not illustrated 
here.) J. Pollari directs display for Stevens. 

An arresting women’s sportswear display, 








now being shown at Mandel Brothers, is one 
that is extremely simple. Against a white 
back curtain, a paper scroll some 6 feet high 
is attractively lettered with the following 
announcement: “Summer Forecast for Sun 
and Fun.” Three mannequins are at play 
upon a large mat. One, attired in a slack 
suit, waves a babushka; a second, in shorts, 
is mounting a bicycle, and the third, also in 
slacks, is poised in the act of swinging a 
golf club. Constance Christen is display di 
rector for Mandel’s. 

More elaborate is Marshall Field & Co.'s 
corner window at State and Washington 
streets, with its outdoor-summer prognosti 
cations. A plaque proclaims, 
Sorcery from Polynesia brings a cargo of 
enchanting new prints.” Lending authen- 
ticity to the mannequin display is a great 


“Fashion 


straw grass mat, decorative artificial palm 
trees, blobs of fishnet, life-size and smalle: 
going 


Polynesians 
\ profusion of shell 


photographs of native 
about their daily tasks. 
jewelry, giant beach hats and gay materials 
complete the exotic picture. Arthur Fraser 
is display director. 

\ convincing argument tor summer stot 
age of furs is on display in the other State 
street corner window of Marshall Field & 
Co. An actual vault with doors ajar, dis 
closing a rack of fur coats, holds the cente 
of the stage. On either side are exhibits of 
thermostatic equipment and a cardboard fac 
simile of a large vault with the doors shut 
[Two gigantic papier mache moths are fu 
tilely attempting to gain entrance 

The larger stores are grasping the oppor 
tunity to wring dry the wedding angle from 
an advertising point of view. 
constitute only one feature ot “June bride” 


‘Trousseaus 
window shows Space is being devoted to 
exhibits of stationery, calling cards, invita 
tions, books of etiquette. Honeymoon maps 
are pushed into prominence with accompany 
ing literature and notices of travel services 
Cosmetics, perfumes, jewels, luggage—all 
are enjoving their spot in the bridal lime 
light. It's a great month fraught with al 
most limitless merchandising possibilities, 
and the boys who direct the goings-on be 
hind State street's plate glass have decided 


to make the most of a good thing. 








n Men’s Wear D 


Revitalized display has been a major torce 
in breaking down man’s conservative tastes 
and buying habits. For vears mere man 
entertained the notion that fashion displays 
were “for ladies only.” Thanks to the sales 
efcacy of modern men’s wear displays, men 
are becoming style conscious and aware that 
correct and fashionable grooming is a defi 
nite business, as well as social, asset. 

Display’s pioneer work in this field was 
not easy. After vears of reluctance on the 
part of man to follow fickle fashion changes, 
it was obvious that he would react unfavor 
ably to any ostentaticn or show in men’s 
wear presentations. Nevertheless it was 
likewise apparent that a certain amount of 
animation was required to overcome. the 
stiffness and stuffiness of the old type of 
men’s wear display. Today a happy com 
promise, between the old staid methods ot 
displaying men’s apparel and the fanciful 
leminine treatments, has proven most suc 
cesstul in attracting the masculine buying 
public and promoting the sale of men’s 
clothing and turnishings. 

Iwo distinct types of display cater to two 
different categories of trade. In a display 
bidding tor the attention of the modish male 
clientele, dramatization of the most salient 
points of the merchandise is meeting with a 
high degree of success. In a display reach 
ing out to the reserved class of masculine 
trade, deft merchandise arrangement acts as 
the pre-eminent sales appeal, with back 
Definite 
allocation of merchandise is the magnet that 
attracts the eye and draws it through the 
display in such a way as to attain the great- 
est perceptibility of the sales theme with the 


ground treatment more restrained. 


ne 


_—n. 


PALM BEACH CRAVATS 
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ecent Developments 
isplay 


By GEORGE H. WAGNER 
J. L. Brandeis Company, Omaha 


least effort 
iliaries, fine attention to arrangement, line, 


Sparse use of decorative aux 


form, balance, and color harmony are typical 
of the strictly dignified men’s wear presen 
tations of today. 

A more dramatic display technique is em- 
ployed to command the attention of the fash- 
ion-wise element of the men’s wear buying 
public. The first requisite is simplicity of 
theme. The mind of man travels in tradi- 
tional channels and the futility of an intri 


cate sales offer is cbvious. Ingenuity and 
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skill must govern the selection of an idea 
or theme that is definitely textual and 
closely allied to the feature points of the 
merchandise. The more purposeful — the 
theme, the more simple and comprehensibk 
the sales story, the less effort required by 
the male shopper to grasp the desirable fea- 
tures of the merchandise and realize what 
it will “do” for him personally. 

Another important qualification of sales 
worthy display of men’s wear is naturalness. 
If the theme revolves around some activity 











in which man is naturally interested, it 
strikes a responsive chord in his makeup 
and he is instinctively attracted to the mer- 
chandise presentation. In the accompanying 
display of Interwoven Socks, seen at the top 
of the following page, the universal appeal 
of baseball serves as the attention-getter 
The rolled newspaper with its caption 
“Socks that make the headline—Interwoven,” 
and the animated pictorial, all automatically 
serve to arouse masculine interest in the dis- 
play. The same human interest appeal is 


—''One sales slant for each display, with 
the theme chosen to appeal to the largest 
percentage of the buying public’ is the rule 
laid down by George Wagner for successful 
men's wear display, and adds: "That one 
‘different,’ lucid, factual theme dramatized 
with a single sweeping gesture will virtually 
sell the fashionable men's wear public en 
masse... . The photographs are typical ex- 
amples of Wagner's work for this particular 
type of merchandise. The one at the imme- 
diate left won first prize in the national dis- 
play contest sponsored last year by Palm 
Beach— 
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—A display that ties-in with some subject 
dear to a man's heart is especially effective 
in stopping the male shopper, according to 
George Wagner. In the photograph at the 
right this tie-in is with baseball . . . In the 
next window, ‘club print’ pajamas were 
displayed before a pine board background 
with an ace of clubs design— 


apparent in the Palm Beach cravat display 
seen at the lower left of this page, and which, 
incidentally, won first prize in the 1938 
National Palm Beach display contest. What 
man thinks of summer that he doesn't visual 
ize lakes and sailboats with a breeze whip 
ping the sails? It’s a “natural.” 
\uthoritative fashion information is also 
a lively sales stimulant. [squire’s stamp ot 
approval carries real weight in man’s selec 
tion of fashion merchandise. Thus the Palm 
Beach display is the more salesworthy be 
cause it states, “Palm Beach cravats—as te 
tured in Esquire.” A blowup page ot th 
Palm Beach ad in Esquire is given promi 
nence in the window to furnish extra proof 
that the merchandise is of the latest vogue 
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Finally, display for the male must have 
singleness of purpose. Men generally form 
an opinion and act more quickly than women 
This fact makes it imperative thdt the sales 
message be telegraphically brief and to the 
point. The rigid rule should be—one sales 
slant for each display and this theme chosen 
to appeal to the largest percentage of the 
buying public. This one theme must have 
a complete carry-through as to the promi 
nent pictorial, slogan, merchandise arrange 
ment, color scheme, et al. That one “differ 
ent.” lucid, factual theme dramatized with 
a single sweeping gesture will virtually sell 
the fashionable men’s wear public en masse. 

This application is still further exempli 
fed in the upper display on page 10. En- 
sembles of sport trousers and shirt were 
dramatized before a natural board back 
ground with a circular center opening to 
frame a country club scene, with card copy 
and appliqued lettering kept very simple. 

his same wood background was used for 


the “men’s pajama club” window seen in the 
center photograph on this page. The mer- 


th 





AMINE RICA'S 


chandise consisted of “club print” pajamas, 
for which the ace ot clubs was used to 
dramatize the idea 

The final display, also tor Palm Beach 
cravats, stated very simply: “America’s No 
1 Summer Tie” and the background arrange 
ment permitted the display of a goodly 
quantity of merchindise without seeming 


( rowded 


Portable Display Window 
Used By Eilerman's 


H. Eilerman & Sons Company, Coving 
ton, Ky., is making use of a novel and prac 
tical portable show window to obtain in 
creased circulation for the store’s displays 
of men’s wear. Located just across the 
Ohio river trom Cincinnati, Ohio, the store 
has installed the display window—about 10 
feet in length by 6 teet in depth by 8 feet 
in height—in the Dixie Terminal, Cincin- 
nati, where thousands of commuters from 
Kentucky wait each day for buses and street 
cars. The window is complete in every de 
tail and skillfully lighted 
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By De SAULT 








—Practical, helpful interior display designs are being presented in seen below makes an especially attractive setting for a variety of 
this series by De Sault. You will find many ideas which can be merchandise, and each of the other sketches suggest easy application 
adapted to interior problems in your own store. The "Patio Shop” to particular display problems— 


FORTHE KITCHEN 


—Here is a patio shop, as used at Charles A. Stevens, 

Chicago. It is built in front of the regular fixtures. A 

mural painting of a desert and mountains runs along the 

top of the stock rooms. The patio arch is about 30 feet 

from the stock rooms, leaving space in which garments are 
displayed on racks— 





—Especially well suited for the display of many Figg tne 
types of kitchen ware, china, glass, gift items, etc., A 
are aisle tables with a superstructure and shelves. tha 


The type shown here is modern in design, to fit in 
with present day store fittings— 


a 
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—Blouse and sweater shelving, built in the 
form of a square, is used around a post at 
The Fair, Chicago. Dividers extend to the 
corners on top of the shelving, giving four 
spaces for the display of merchandise— 


























—At the right is shown a modern construc- 

tional setting for use on top of center shelv- 

ing or an aisle table. The merchandise can 

be displayed on top of the ends, on the 

step, and on top of the shelving or table. 

Appropriate wording can be lettered on the 
center panel— 
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Swedish display has a peculiar individual- 
ism of its own, yet when one analyzes its 
characteristics in an attempt to find out just 
what it is that distinguishes it from that of 
other countries, one immediately runs into 
an odd paradox: it is because it embodies 
so many features used as common display 
practice elsewhere that it has a character 
all its own. 

Possessing more imaginativeness than 
German display, yet Swedish displaymen 
still use very frequently the geometrical 
symmetry found so often in the windows of 
Germany; without the “messiness” and clut- 
tered appearance of many French displays, 
yet huge stacks of fabrics and linens appear 
frequently in Swedish windows. To be briet, 
our displays probably resemble those of 
America more than any other one group—but 
with a touch of the Old World that sets 
them apart. 

One characteristic that is typical of Swed- 
ish display, and which contributes no little 
part to its effect, is the use of the entire 
background in many instances as a sort of 
poster. Merchandise is then given a geo- 
metrical arrangement in the foreground, and 
sales message and dramatization appear on 
the back-wall. Naturally this makes a real 
“smash” effect, and such windows have 
plenty of stopping power. 

The first display photograph illustrates this 
point. The window was a specialty display tor 
the book, “Gone With the Wind,” and was 
honored with first prize in a big display con- 
test. The map of North America was cut 
from wood, as were the little boats being 
wafted across the Atlantic toward Sweden. 
The sails were covers from the book. The 
name of the book is repeated on the back- 
ground, followed by “A success over the 
whole world.” The caption close to the 
plate glass reads: “Escape monotony! 
romance and drama await you!” The display 
was done, under the writer's direction, by 
Sven Mellberg, as were the others shown. 

Next is one of two windows for “Swedish 
Linen—Odd Patterns—Low Prices.” During 
the six days these windows were on view, 
sales in this department went up eight 
times the amount sold by the department 
during the previous twelve days without a 
display. The background was of blue satin, 
with white lettering reading: “We build on 
quality!” The dramatization, as can be seen, 
took the form of an actual construction job. 
(This display illustrates the point mentioned 
above—that of using many bolts of material 
in a single window.) 

The display at the immediate right ap- 
peared in our large corner window, and 
Caught attention mostly through the use of 

e lively display figures which demonstrate 
both beauty and action. The background 
Was of unbleached muslin. 
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Individual’ Is The Word 
For Swedish Display 


By CURT OLDENBURG 


Paul U. Bergstroms Aktiebolag, Stockholm 
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\merica’s displays have changed indeed 
during the past twenty-five years, with one 
development succeeding ancther in = quick 
succession. We have seen 
from “warehouses” containing 
every item in the store’s stock, down through 


into the present 


windows evolve 
practically 


hgure cycle, and 
form. 


the wax 
crisp, story-telling 
One of the most interesting phases of mod- 
was inaugurated a_ relatively 
short time ago—that of “continuity display ;” 
in other words, a series of displays devoted 


ern display 


to putting over a single theme to the shop- 
\ number of 
each case with good effect. 

from six to 
featured 


ping public. stores have used 
this idea and in 
Whole fronts 

twenty-two windows 
promotions on furs, millinery, perfume, cor 


batteries of 
have single 
sets 

\ few years ago such an idea would have 
been laughed off as impractical; it was be- 
lieved that a diversity of merchandise had 
to be shown, that even to use all the win- 
dows tor only three days to push some one 
item would be nothing less than folly. 

It is easily understandable, however, that 
With window space 
departments all 


this should be the case. 


at a premium and_ with 
through the store clamoring for displays, it 
required courage to depart from the con- 
ventional into the continuity display. Now 
that it has been tried out and found not only 
practical but profitable, more and = more 
stores are experimenting with its occasional 
use to see what it can do for them in the 
way of stepping up sales. 

Naturally the use of such continuity dis 
rather than a 


They can be a headache for all 


plays must be occasional, 


steady diet. 
concerned if used too frequently. 
displays have one great 


Continuits very 
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“Continuity Displays” 
Grow In Popularity 


By J. W. CAMPBELL 
Carson Pirie Scott & Co., Chicago 


advantage over ordinary display—one very 
of being singled out for particular 
discussion. They have the selling ability 
that comes through mass effect. One display 
of a commodity will catch the attention of 
a certain percentage of the passersby. Two 
related displays will not necessarily double 


worthy 


that percentage, but it will increase it by 
an amount as. yet undetermined simply 
through doubling the chances that it will 


be seen. But another factor enters the pic- 
ture here: both displays may be seen by the 

and the thought. even if 
“This merchandise 


Same spectator; 


unconscious, 1s must be 


pretty important—they've got two displays 
for it.” 
Now picture the effect that a complete 

























































MAY, 1939 













front devoted to one subject will have. There 
is a cumulative action which greatly stimu 
lates normal response to a display, as prover 
by actual sales figures. 

There is no need for monotony in 
display; as a matter of fact, a 
windows based on the same merchandise can 


such 
series ot 


be even more interesting and appealing than 
if they were on diversified subjects. There 
is a challenge to the displayman in working 
out themes for continuity display, for the 
central idea must be followed pretty closely 
in each window, yet variations are abso 
lutely necessary if eves are to be caught and 
attention attracted to the windows. 
variations can be brought 


perhaps one domi- 


about 


These 
throvgh the use of color 








nant note throughout, but ranging through 
the various appropriate and _ tints, 
either in actual pigment or in colored light- 
ing. Related accessories to the major dis- 
play items can also furnish a welcome va 


shades 


riety in the appearance of the displays. 
Still another variation which causes much 
comment among shoppers consists of show 
ing a revolving about a 
central occurrence, such as a wedding. 
This was the subject used for a group ot 


series of scenes 


—In this series of displays, each window 
was of interest as a unit, yet each tied-in 
remarkably well with the central idea fea- 
turing the spring bride. The benefits of 
“continuity display" of this type is discussed 
thoroughly by Campbell in the accompany- 
ing article .. . The photograph at the left 
shows the size of the Carson Pirie Scott win- 
dows as they were a few months ago; above, 
after each window was divided. The new 
arrangement makes them much more 


flexible— 
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—One of the interesting features of this 
series of displays is in the use of a “section” 
of a wedding invitation on the glass of each 
window. Thus "Mr. and Mrs. John Hen- 
derson request the honor of your presence’ 

. . directly on the inner glass of one win- 
dow is followed in the next by “at the mar- 
riage of their daughter Mary Jane''—while 
the other windows carry the rest of the 

invitation— 


continuity displays recently at Carson Pirie 
Scott's, with the spring bride as the main 
figure. Some months ago we divided each 
of our large windows into two smaller ones, 
and this treatment worked out very nicely 
in showing such a series. (The original size 
of the windows can be seen from the second 
illustration, while the others show how the 
division was made. Such small windows 
lend themselves very readily to a wide va- 
riety of settings, it might be remarked in 
passing, and have worked out very well.) 
The main color theme of this series of dis- 
plays consisted of chartreuse and cedar. 
The first window had a bride's masque on 
the background anl three small figures to 
portray the bride and bridesmaids. Formal 
script lettering on a parchment reproduction 
of a wedding invitation invited the prospec- 
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tive bride to consult the store’s wedding spe 
cialist on any detail of the event 

The next division had a large wedding in 
vitation on the background, and directly on 
the glass were the words: “Mr. and Mrs 
John Henderson request the honor of yout 
presence This was followed by a full 
size window showing the bride, and the 
wording on the glass was “At the marriage 
of their daughter Mary Jane 

In the next window two men's figures held 
the center of attention, and on the glass ap 
peared “To Mr. John Mason Abbott 
This was tollowed by a window of g1it sug 
gestions and the wording: “At the home ot 
her parents on April tenth, 1939 

Phe next two windows had the tollowing 
“Reception at the Country Club—R. S. V. P.” 
and “At home after April thirtieth at 25 
Park Avenue "The series was com 
pleted by a display of a “going away” trous 
seau and another of lingerie for the spring 
bride. 

Thus the continuity in this group of win 
dows was carried out both in actual set 
tings, an! in the manner in which the “invi 


tation” appeared in sections on the different 
windows. The major treatment in each dis 
play was identical, so far as color scheme, 
lighting, and display materials were con 
cerned, yet there was enough variety in the 
entire group to make each window of intet 

est as a unit The results from this batter 

of windows were very excellent 


I. L. Joslin 


To Herz Store 

For some years with the Block & Kuhl 
stores at Danville and Peoria, IIL. I. L. Jos 
lin has accepted a position as advertising 
and display manager for the Herz Store, 


\ 
wv 


Ferre Haute, Ind. Before joining Block 
Kuhl, Joslin was with the William H. Block 


Company, Indianapolis, Ind., for six 


Revolving Showcase 
For Display 


Called “aisleon,” a circular display case 


that revolves around a post has been devel 
oped for the “Drug Store of Tomorrow” at 


the New York World’s Fair 











\rrangements for the International Asso- 
ciation of Display Men's forty-second annual 
convention—to be held at the Hotel Astor, 
New York City, June 25-29—are nearing com- 
pletion, according to Syl C. Rieser, executive 
secretary of the association, St. Louis, and 
Irving C. Eldredge, display director, R. #. 
Macy & Co., 
convention director. 

The 1939 convention will offer to those 
attending it all the usual advantages of a pro- 
fessional convention, with outstanding speakers 
and interesting exhibits, plus two unique fea- 
tures which probably can not be duplicated 


who is serving as this year’s 


elsewhere in the world at any time. 

The first of these outstanding attractions, 
s, of course, the New York World’s Fair, 
which in itself is a gigantic display assembled 
hy some of the world’s foremost display cre- 
ators. With its multitude of exhibits, its ex- 
traordinary tie-in with merchandising and dis- 
play, and its fairyland of wonders, it offers 
an opportunity both to study the effective use 
of display in the exhibits, and to indulge in 
the natural pleasure of attending a_ great 
carnival. 

The display clinic sessions will comprise 
the other outstanding feature of this year’s 
convention. The opportunity of watching the 
formation of the modern displays being used 
currently in New York City and its environs 
will be given to every delegate. Some of the 
city’s smartest stores are cooperating, through 
their display directors, with the I. A. D. M. 
in making these sessions possible. Not only 
will the delegates be taken behind the scenes 
and into the display departments, but it is said 
that they will also be able to see the mer- 
chandising plans that accompany the making 
of these displays. 

The cooperating stores and their display di- 
rectors include: Saks-Fifth Avenue, Sidney 
Ring; Lord & Taylor, Dana O’Clare; Bloom- 
ingdale’s, Samuel Blum; L. Bamberger & Co., 
Newark, H. H. Littell; R. H. Macy & Co., 
Irving C. Eldredge. 

Those wishing to attend one of the clinics 
are requested to register for it at the recep- 
tion desk. 

Registration for the convention starts at 
9:30 a. m., Sunday, June 25, and will con- 
tinue through that day until 4 p. m. The 
registration fee is $2, or $1 for visitors who 
will spend one day only at the convention. 

The entertainment side of the affair will 
get under way late Sunday afternoon, with a 
“meet the other fellow” cocktail party in the 
South Garden of the Hotel Astor, from = 5 
to 8 o'clock. Thts party will be under the 
direction of Samuel Blum, chairman of the 
entertainment committee, assisted by other 
members of the committee, and the Interna- 
tional Display Executives Association, the 
New York City organization of displaymen 
which is cooperating with the I. A. D. M. in 
the staging of the convention. 

The formal convention will get under way 
the following morning. <A_ revised list of 
speakers and their subjects has been released 
including a number of well-known display 
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49nd 1.A.D.M. Convention 
To Offer Innovations 


authorities. Among the speakers will be the 
follow ing ; 

G. N. Nichols, executive director, The Mer- 
chants Association of New York, who will 
make an address of welcome, followed by 
Tony Sarg, famous illustrator, who is honor- 
ary chairman of the convention. Sarg will 
welcome the delegates on behalf of the I. D. 





—lIrving C. Eldredge, display director, 
R. H. Macy & Co., who is serving as con- 
vention director for the 1939 meeting of 
the 1. A. D. M— 
KE. A. group. Erwin A. Hiffman, St. Louis, 
president of the I. A. D. M., will make the 
response. 

“Displays of Tomorrow” will be the subject 
of Dana ©’Clare’s address, also scheduled for 
Monday morning, while in the afternoon J. J. 
Rockwell, Sackett & Wilhelm Lithographing 
Corporation, New York City, will discuss 
“Window Displays from the National Adver- 
tiser’s Viewpoint.” 

A round-table talk on national advertiser 
display will be conducted Monday afternoon 
from 2 until 3 o’clock, under the supervision 
of Ralph L. Wintersteen, sales manager, 
Windo-Craft Display Service, Buffalo, N. Y. 

Another round-table session is set for Tues- 
day afternoon, it is understood. 

Other speakers include Miss Ethel Lewis, 
member, American Institute of Decorations 
and the Inter-City Color Society, who will 
discuss “A New Era in Color;” “Report on 
the Window Display Analysis,” by Vernon 
Jones, W. L. Stensgaard & Associates, Inc.. 
and Carl V. Haecker, Montgomery Ward & 
Co., both of Chicago; “Plus Circulation Value 
of Display,” by John G. Doran, Garrison- 
Wagner Company, St. Louis; “If I were a 
Display Manager,” by Alan A. Wells, man- 
ager, sales promotion division, National Retail 
Dry Goods Association; Earl W. Elhart, edi- 
tor, Executive Retailing; A. C. Layton New- 
som, director of merchandising, New York 
World's Fair. 

Others who have been invited to address 
the convention include Richard F. Bach, di- 
rector, Industrial Relations department, Met- 
ropolitan Museum of Art. 
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The following will act as chairmen of th: 
convention sessions: Monday, June 26, Irvin 
Eldredge; Tuesday, Tom Lee, display dire: 
tor, Bonwit Teller, Inc.; Wednesday, Sidne 
Ring, display director, Saks-Fifth Avenue. 

The banquet will be held at the Astor Root 
at 8 o'clock Tuesday evening, and, with th 
exception of the announcement of the win 
ners in the annual display photograph contest 
there will be no speeches. Ray M. Marti 
art director, Consolidated Edison Company 
of New York, Inc., and chairman of the pho- 
tograph contest, will announce the winners. 

Wednesday, June 28, has been designated 
as “International Display Day” at the World's 
fair, and the convention program for that 
afternoon is scheduled to take place in the 
Special Events building at the Fair. Miss 
Emily Wood, display director of the fair, has 
arranged a special tour to cover the outstand- 
ing features of the fair from a displayman’s 
standpoint. Wednesday afternoon and evening 
have been set aside for this trip, leaving the 
Hotel Astor at 3 p.m. A.C. Layton Newsom 
will deliver the speech at the fair grounds. 

The various exhibits will be housed in th 
grand ballroom of the Astor, and will remain 
open until 11 o’clock each night, it is said. 
Smaller, adjoining rooms will be provided to 
allow delegates to hold their own discussion 
sessions on various phases of display work 
Some forty-seven exhibitors have already sig- 
nified their intention of showing their wares 
at the forty-second convention. 

Orange badges will be furnished exhibitors 
and manufacturers, blue badges will be sup- 
plied for chairmen and committee members, 
and the general membership will be designate. 
by white badges. 

The I. D. FE. A. club has provided enter- 
tainment for the wives of delegates. A spe- 
cial program of interesting tours is being 
arranged, and complete details will be an- 
nounced later. 

For the benefit of those attending the con- 
vention, an entertainment desk will be provided 
in the lobby of the Grand ballroom where th« 
entertainment coupon book can be purchased, 
reservations made for other events, etc 
Throughout the convention, two coolers con- 
taining a popular soft drink will provide fre 
refreshment in the exhibit hall. 

Among recent additions to the personnel of 
the various I. D. E. A. committees handling 
details are: W. Bayard Okie, Jr., display di- 
rector, Marcus & Co., advisory board; Hal 
T. Williams, display director, B. Altman & 
Co., chairman, arrangements and decoration 
committee; B. Smith, Bois Smith Studios, 
and decoration committee; 
Arthur L. Evans, Carlo, Inc., and Leon 
Pfeifer, free lance  displayman, phot 
graphic contest committee; Maurice I. Solo- 
mon, free lance displayman, reception com- 
mittee; E. L. Kemper, McLellan Stores 
speakers committee. 

The publicity committee, under the chair- 
manship of Warren Bacheller, is arranging 
for a banner across Broadway, as well as 
for signs in stores and in hotel lobbies. 


arrangements 
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—lIn the heart of "The Great White Way" 
is the Hotel Astor, Times square, New York 
City, where the 1939 |. A. D. M. annual 
convention will be held June 25-29— 


The displays of exhibitors will be staged 
against a background designed by Hal T. 
Williams and Miss Polly Pettit, director, New 
York School of Display, assisted by members 
of the decorations committee. The same 
group is in charge of the displays in the main 
lobby and is planning to make this an im- 
portant feature. 

Among the exhibitors who have already 
signed up for display space are: Silvestri Art 
Manufacturing Company; W. L. Stensgaard 
& Associates, Inc.; Rubber Products, Ince. ; 
all of Chicago. The following are New York 
firms who will exhibit: Select Art Flower 
Company; Decorative Plant Company; Frank 
D. Maxwell; James A. Cole Company; 
W-E-R Ribbon Corporation; Sue Williams 
Studios; Window Advertising, Inc.; Display 
Mannequins; Maharam Fabric Corporation; 
L. J. Charrot Company; Bois Smith Studios ; 
Dazian’s, Inc.; Decorative Novelty Company ; 
\merican Display Fixture Company; Mileo 
Mannequins: Nat Siegel; Greneker Studios; 
Bliss Display Corporation; Irving Berlin & 
Co.; T. J. Ronan Company, Inc., Ruth Cope- 
land Studios; Abacot Displays, Inc’; Bassons- 
Lone Ranger Displays; Coy Disbrow Cor- 
poration; Margit Nilsen Studios; Lloyd Dis- 
play Equipment Company ; Elb Products, Inc. ; 
Broadway School of Display Art; James B. 
Williams Company; General Electric Com- 
pany, 

Other exhibitors are L. A. Darling Com- 
pany, Bronson, Mich.; Old King Cole, Canton, 
Ohio; Pipe Organ Doll Display, Fairfield, 
Me.; Korrect Way Distributors, St. Louis: 
Garrison-Wagner Company, St. Louis; Den- 
nison Manufacturing Company, Framingham 
Mass.; Reyburn Manufacturing Company, 
Philadelphia; W. M. Zeppen-Field Studios, 
Hollywood, Calif.; Shoe Form, Inc., Auburn, 
N. Y.; Sherman Paper Products Corporation. 
Newton Upper Falls, Mass.; Joseph E. Pod- 
gor Company, Philadelphia; Pressman & 
Tempest, Philadelphia; National Flag-Flying 
Company, Brockton, Mass.; and Dual Display 
Company, Lynhurst, N. J. 
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THIS DISPLAY Really Sells SALON, Fisher Building, 


Detroit, Mich. 


What irresistible appeal has been built into this dramatic display. It 
commands attention, then demands action by its forceful emphasis on 
the importance of style and beauty in footwear. This is a typical example 
of the powerful sales producing displays it is possible to develop with 
Fairy Forms. 


The flower filled, Transparent Fairy Hosiery Form lends an alluring 
background. The Fairy TU-TOE Forms used in the shoes bring out 
every style line. They accentuate the lines, the narrow vamps and the 
snugly fitting straps—while two molded toes on each form “peek” 
stylishly through the toeless tips. 


You can install more and better displays with Fairy Forms. There is a 
complete line to meet every display requirement. 


Mail the coupon today for complete catalog. 


PA IR \Y 
SHOE FORM CoO., INC., Auburn, N. Y. Dept. DW-5 
7 e) R M ) Gentlemen: I want selling displays—send your Fairy Form catalog. 


Name 
SPEED SALES fam 
Firm 
fo} ain |@ hs) = ae 
Street 
FOOTWEAR City : State 


















Heims Uses Novel Settings 
For Special Promotion 


The display field has rather come to ex 


pect the unusual in special settings from 


Portland, Ore., and the special spring open 
Heims, Lip 
Wolfe & Co., this year are no excep 


ing displays used by Bernard 
Man 
tions to the rule. A dozen novel ideas formed 


the basis for the windows, four of which 


are shown here; skillful and attractive use 


ot decoratives and lighting made ithe dis 
plays most dramati 


\t the upper left is seen one of the corner 


windows, depicuung a quaint “Going to the 


Fair” scene. The rear wall was painted in 


a slate blue, with valances and draperies 
made of a seamless paper painted with pink 
and gray The floor covered 
with light The train was built ot 
“bed” board and had a color scheme of white 
The platform was painted white, 


The roof was done 


stripes. was 


gravel 


and gold. 
with brackets in gold 
in pink and gray, and the soffit in slate blue 
to match the background. 

At the upper right is one of three windows 


formed 
floor. 


in which a seamless display paper 
Background, 
and draperies were all of this paper, 


the basic decoration. 
valance, 
painted in colors to match the merchandise 
said to 
through 


in question might be 


march of 


Phe display 
symbolize the progress 
construction, 

Below, at the left, is another one of the 
three windows referred to in the last para- 
graph. The background design represented 
a cafe of a bygone era. 

\t the photograph ot 
another corner window, of an institutional 
with the Americana idea predomi- 
nating. The background was done in blue, 
shading down to gray and white at the floor. 


lower right is a 


nature 


The valance suspended from the ceiling was 


constructed of 3-foot strips of seamless 
paper, painted pink and white in alternate 
Blue lights at the ceiling gave the 


white, and blue theme. 


stripes. 
entire window a red, 
The floor was covered with 12 inches of rich 
soil, furrowed as if a plow had cut it and 





bringing out the touch of spring. A larg 
five-pointed star platform and a plow com 
pleted the setting. To heighten the dramati 
effect, all lights except the blue illuminatio: 
behind the paper and two spotlights were 
turned off. 

Other windows in the series were equally 
interesting, although space does not permit 
their reproduction here. 
scene along Main 
Another had a 
on rafha mat 
against a wood-slat screen 10 feet 
this forming the entire background. 

Men's wear displays in this 
carried out the 
through the use of real ties, 
rails, and a railroad switch with red and 
green lights. Three headless forms 
used in each men’s wear window. 

The art work for the “paper” windows dis 


One portrayed a 


street, in a small town 


single mannequin standing 
flooring, and spotlighted 


high 


series, also 
not shown, “Going to the 


Fair” theme 


were 


cussed above was done by Douglas Lynch, 


well-known artist. 
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W. M. ZEPPEN- FIELD 
HOLLYWOOD 


CREATOR and DESIGNER of HIGH-GRADE MANNEQUINS 


BOYS GIRLS 


SIZES FROM ' SIZES FROM 
2 TO 16 YEARS Oy me F4 2 TO 16 YEARS 


PREP. BOYS oY Vee' ; Ps LARGE ASSORTMENT 
18 TO 20 YEARS ~~ Ae / ‘ , OF JUNIOR MISSES 
) J i SIZES 11, 13, 15 


Men's Figures 
IN POPULAR SIZES 


Womens Figures 


IN NEW ACTION 
All Ages Accurately POSES AND ALL 
Portrayed | ania ai POPULAR SIZES 


16 YEARS 14 YEARS 


Authentic "Teen. Girls 


Whose authenticity stresses the naive, but truly fashion-wise spirit of 
our amazing younger generation—aided and abetted by real hair wigs 
of smart simplicity—or by our very newest creation, ''PAGLIA LUCITA’ 


hair wigs, which have the undeniable sparkle of youth. 


oN MERON COMPANY .. Wt MA ZEPERCIIEL Se eac 


Mid-Western Representative 


CHICAGO, iLEPR OAS HOLLYW:O OD, CALIF GORNIA 
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YOUR ATTENTION, PLEASE! 


America's oldest and finest fixture manufacturing company, which 
has served you continually for over a half century with the highest 
standard of merchandise and service, has completely modernized its 
plant and capital structure so as to be fully qualified to serve you 
in every way. 


HUGH LYONS & COMPANY 


LANSING, MICHIGAN 
Established 1886 


























“MASTER BUILDERS” 


Wood, Metal and Papier Mache 





WE GUARANTEE 100% SATISFACTION 





SALES OFFICES AT NEW YORK — BOSTON — PHILADELPHIA — CHICAGO LOS ANGELES 




















Summer settings 


\ direct appeal to comfort and pleasure material flank the set-back center panel, and 


is made in the display seen below, created — slanting round displayers of wall board are 
by Constance Christen, display director, spaced at regular intervals on the fishing 
Mandel Brothers, Chicago. The beach weat float to hold foot wear. The floor was cov- 
and accessories are shown before an_ off ered with grass matting. 

white background, a gigantic fishing float, The small photograph is of an attractive 
and other appropriate symbols of summer summer setting by Del Heizer, display di- 
fun. Semi-columns of a corrugated display rector, Mabley & Carew, Cincinnati, Ohio 








The Florida scene used as a blow-up in 
the background is in full color. It is framed 
with bamboo poles, each wrapped in cocoa- 
nut fibre. Actual cocoanuts hang at inter- 
vals from the poles, and are placed on the 
floor of the display. A small snowman in 
one corner holds a card describing the com- 
forts of the store’s air conditioning. Card 
copy plays up summer formals—‘cool as an 
ocean breeze.” This particular setting was 
an interior display, and much the same 
theme was followed in a complete battery. 
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Nt 
When it comes to ''atmosphere,"' nothing else ranks with the 
sheer, appealing glamour of fabrics . . . Your backgrounds: 
. your floors leap into loveliness limited solely by your own 
es ingenuity. Color, depth, eye-resting, and eye-arresting 
VISIT The DAZIAN values that show your merchandise off to its best advantage 
"“SIDE-SSHOW" —all are combined better, and at less cost, in FABRICS! 
* 
While in New York, make Cc. 
it a point to see the 1 in 
newest thing in ‘'Visuals 
for Displaymen''—sample 142 W. 44TH STREET 
windows, set at 1154 6th NEW YORK, N. Y. 
Ave.—lone block east, at Chicago—Los Angeles—Boston 
44th St.) —St. Lovis—New Orleans 
ES DAZIAN’S—a MUST Stop for Displaymen visiting the World's Fair! 
4 
Yb 
Y 
Y 
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Y 108 WIDE 
Z Back prerind Papers 
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warm Weather Displays 
For Men’s Wear 





—Here are six ideas for displays of various types of men's wear during 
the warm weather just around the proverbial corner. Left column, top: 
a setting by Del Heizer, Mabley & Carew, Cincinnati, with bamboo tubes 
and a cut-out figure providing atmosphere; center, Leo Ball, Max Adler 
Company, South Bend, Ind., uses a tropical setting for a display of Palm 
Beach cravats—winner of a $75 prize in that company's display contest; 
below, Karl Kneis selects a breezy background for a window of sport 
belts, held by giant hands .. . Right column, top, an Interwoven display, 
as used by P. J. Westland, The Hub, Steubenville, Ohio—the "Min-Event" 


figures represent sports (left) and business, respectively, and the curved 
panel is a smart buff finish with the Old England cut-out letters in 
vermilion; center, an attractive setting for men's athletic shorts—by 
Karl Kneis; below, large cut-out letters spell out "What's New In Male 
Attire?" while above this message appear sketches on huge notebook 
leaves to illustrate the different sales points of the merchandise, which is 
arranged in an orderly row across the foreground—the display wos by 
S. C. Bernsley, Kennedy's, Inc., Boston, Mass., and was very productive 
from a sales standpoint— 
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Heller To Modernize 

Straus & Schram Stores 

& Schram, operating a group of 
five ijurniture stores in Chicago, have en- 
caged Robert Heller, New York City indus- 
trial designer, to prepare plans for complete 
mode rnization of four otf these 

Heller's “Five Point Modernization 
gram, Which he used with 
success in re-designing furniture 

throughout the country,will be used in carry- 
Straus & 


Straus 


stores. 
Pro- 
has much 


stores 


ing out modernization plans for 
This program calls for a simple 
handling of the exterior, inte- 
flexible displays, psychologi- 
cal use of color, and dramatic light. 

The U. S. Rubber Company, “Lastex” di- 
has also retained Heller to create the 
“Lastex”” exhibit in the Hall of Fashion at 
the New York World's Fair. The 
the displays as well as the coordinating of 
shown will 
Displayers” 

Heller is 


life-sized 


Schram. 
architectural 
rior simplicity, 


vision, 
design of 


the clothes and accessories to be 
supervision. “The 
will do the construction 
planning to have new, 
mannequins in a glass and metal Ramp of 
Fashion. They will wear clothes created 
especially for “Lastex” by leading designers 
in the field. Another feature of the exhibit 
will be a miniature fashion show in the 
“Lastex Theatre of Fashion” small 
scale mechanical mannequins will parade the 
newest clothes against diorama backgrounds. 
Several innovations in the use of glass and 
lighting in combination with 
form the backgrounds 
accessory displays. The ceiling of 
which will be inter-related with 
will be of brilliantly col- 


be under his 
work. 
original 


where 


fluorescent 
“Lastex” tabrics will 
for the 
the exhibit, 
the fashion exhibit, 


ored yarns. 





International Silver 
Plans Contest 


Plans are being made by the 
Silver Company, Meriden, Conn., for a na- 
tional window display contest among jewel- 
ers and department stores, to be held this 
iall. Miss Polly Pettit, New York School of 
Display, the editor of a leading jewelry trade 
publication, and R. C. Kash, editor, DIS- 
PLAY WORLD, will serve as judges. Full 
details will be announced later. 


International 





Western Displaymen 

On Visit To East 
Among the well-known 
playmen to visit the East recently 
Roy Stewart, Barker Brothers, and 
\hlroth, The May Company, both of 
Angeles. Ahlroth is spending a month on 
his trip, display ideas for the 
new May Miracle Mile on Wil- 


shire boulevard, Angeles. 


West Coast dis- 
were J. 
Carl 


Los 


seeking for 
store in the 


Los 


LeRoy Kemper 

‘ls Promoted 
Formerly with the 
store at Kokomo, Ind., 
has been assistant 
play manager for the 
Barbert ton, Ohio. 


J. C. Penney Company 
LeRoy W. 
manager 
company’s 


and dis- 


unit at 


made 


New Location 

For Lachaud 

The firm of J. P. 
lisplay consultants, 
uarters at 25 West 


Lachaud 
has moved 
26th street, 


into 
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GHIGAGO CARDBOARD COMPANY 


a4 


... that added touch of 


without any extra effort 


on the part of the artist 


he gets that 


class” 


“touch of 
BS On ce en 


‘‘New 1100 Series’ 
Art Poster Board 


... its built in... 


because of the extra 


care in the selection of 


color, 


its construction. 


in finish and in 
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ans 


HIME, 


666 Washington Blvd., —— CHICAGO, ILL. 


Fot Salbe by the Leading Distributors. — 
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Kemper 


& Associate, 
larger 


New York. 





Getting a Better Job 


depends on your ability to do good work. The better your training the 
easier it is to get and hold a good position 


Koester graduates are 


can gain expert knowledge in window display, 
work and on terms to suit 


without leaving your 


MR. JAMES D. MOORE 


in steady demand because 


READ WHAT STUDENTS 
SAY ABOUT OUR COURSE— 


The Koester 
both your 
card writing 
interesting and help 
have helped me out 
of many a tight spot I en 
rolled for your window display 
course first and found it so valu 
able that I enrolled for card 
writing later I shall certainly 
boost school all I can. 
James I). Moore, 
House Dep't Store, 
New Albany, Ind 


School 


window dis 
courses 


I find 
play and 
extremely 
ful. They 


your 


White 


School 


The Koester 


After 
have the 
school. The 
in a very 
you have 
possible way 
letter is to 
show my 


completing my course I 
highest praise for your 
lessons are arranged 

practical manner and 
cooperated in every 
to help me. This 

thank you and to 
ippreciation 

Francis De Lisle. 

321 Main St., 

Vincennes, Indiana 


Send for ( atalog 


they 
card writing and 
your 


You too 
advertising 


make good 


CONVeENTeNCE 


MR. FRANCIS DE LISLE 


THE KOESTER SCHOOL 


300 W. ADAMS ST. 


CHICAGO 
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Timely Display Ideas 

















—An effective cutout featuring a summer nautical 
design is seen above. Cut the ring from wall 
board and glue on the four sections which hold 
the rope, thus creating an excellent reproduction 
of a life preserver. Attach this on blocks of wood — 
to a disc in the rear, in front of which is mounted 
the eye-catching modern design sailor. Decorate 
the life preserver in white, with a light blue 
shaded edge. The rear disc is painted royal blue 


By JAMES KILEY =e 











— —_—_ 


—Above is an effective setting for the display of men's straw hats. The thermometer is 
of translucent material bent around a wooden framework and illuminated from the rear 
with 25-watt bulbs. The cut-out lettering, plus the figures on the thermometer, tells the 


against which the sailor stands out in excellent story. The side units, which are decorated in white, are against a yellow background and 


contrast. This piece can be made any size for a 
large center piece, or in smaller size for wall or 
ledge decorations— 


—This display is especially designed for vacation or travel merchandise. The square 
platforms can be constructed out of wall board or fir panel, and will be found very helpful 
in innumerable ways. The center piece is a novel presentation of the popular New York 
World's Fair perisphere and trylon. Used without the trylon, the circular cutout can still 
be effective. Decorate it in light blue, with the outlines of the countries in soft tan; 
applique the steamship and airplane, which are both cut from wall board. A very effective 
halo of light can be cast round the edge of the world by means of a hidden bulb in 
the rear— 











are made of wall bord, 6-inch pine board being used for the shelving. The large orange- 
colored appliqued sun and sun rays carry out the ''Keep Cool with a Straw Hat'’ idea— 


—This center unit is of general utility. As the dec- 
orative panel is fastened on with half-round mould- 
ing, a new panel can be used from time to time. 
The two columns are of translucent material, fas- 
tened around a wooden framework and illuminated 
from the rear with three 25-watt bulbs. This unit 
can be used for either window or interior displays— 
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Two and One-Quarter Million Watts 
To Light "Constitution Mall" 

Che five major illumination projects on 
Constitution Mall of New York World's Fair 
will use two and a quarter million watts of 
electric power, enough to light a highway 
from Norfolk, Va., to the fair site. Designed 
by the fair’s lighting consultants, Bassett 
Jones and the firm of Morgan, Hamel & 
Engelken, these lighting spectacles include 
the Lagoon of Nations fountain, the peri- 
sphere at the theme center, the Court oi 
Peace, the Federal building and the Meadow 
lake. Construction of apparatus for four 
of them has been rushed to completion in 
Westinghouse Electric plants. 

Special lamps had to be developed to ob- 
tain the new effects desired. One is a 1,000- 
watt capillary mercury lamp of such intense 
power that a gallon of water a minute must 
be used to cool it. The fair will mark its 
first commercial installations. Sixteen ot 
these lamps will be used in Westinghouse 
searchlights to create a canopy of of light 
above the Court of Peace, an area of 200,000 
square feet. 

A new 400-watt lamp, of a short-are mer- 
cury type, will be twinned with 1,500-watt 
Mazda incandescent lamps to illuminate the 
Lagoon of Nations fountain in_~ colors 
through the entire range of the spectrum. 
Similar lamps will throw blue rays from 
the perisphere. Light of a new golden color 
will shine on the towers of the Federal 
building on Constitution Mall. New futuris- 
tic effects in building interiors also will be 
obtained. 

To give a semblance of living light to the 
perisphere at night, Westinghouse techni- 
cians built thirty special projector units. 
Each contains a series of nine 400-watt 
mercury lamps. This new projector, equipped 
with 8-inch special Fresnel lenses, also was 
designed by Engelken. It envelops the peri- 
sphere in a striking deep blue color. 

Another battery of forty narrow-beam pro- 
jectors with Fresnel lenses, using five-kilo- 
watt lamps, also will be directed upon the 
perisphere. Red and amber color filters will 
be used in these units. Clouds will seem to 
float across the surface of the great ball 





French Perfumers’ Display 
To Use New Plastic 

“Christaplem” is the name of a+new plas- 
tic which will have an important part in 
the display of the French Perfumers’ Syndi- 
cate at the New York World's Fair. A new 
process enables the plastic to be moulded 
in large sculptural forms. It is said to have 
remarkable translucence, is light, resistant 
to heat and cold, is incombustible, and 
costs little to produce. The perfume ex- 
hibit makes use of a “Cristaplem” panel, 15 
feet in height, sculptured in bas-relief. 


Electric Eye Device 
Counts "Lookers" 

A device to give accurate counts of. at- 
tendance at display exhibits, fashion shows, 
display show rooms, conventions, and trade 
shows, through the use of a photo electric 
cell mechanism, is being manufactured by 
the Photobell Corporation, 96 Warren street, 
New York City. 
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LESTER GABA- 


The coloring, modeling and detail put into a Lester 
Gaba Manikin is so perfect that you will never 
see them copied by cheaper manufacturers. This 
assures you originality of models as long as they 
are in use. 
See the special Lester Gaba Manikin 
Salon while attending the |.A.D.M. 


and the New York World's Fair. 
Exclusive Distributor 
DISPLAY EQUIPMENT CO., INC. 
— 500 SEVENTH AVE. NEW YORK CITY 


























specializing exclusively in 


—VELVETEENS— | [B (47% ya 


36-inch attractively priced, permitting their nt = . — 
unrestricted use for all branches of display. ” FLEXO*ACFION 
Revolving Mechanisms - Reduction Units 
Geared motors for | 
—RAKO-SEAL— 2 eed carr 
~ peg Quiet, powerful, de- 
a lustrous plush at an unusual price ey oe 
nclosed in oil.Pre- 
cision construction. 


Wholesale Only — No Cuts ——_ TURNTABLES - 30 
to 1,000 Ib. loads 
DESCRIPTION FOR FREE ADVI 


J. C. SIEGELMAN CO., Inc. @MERK 


11 East 22nd St. New York, N. Y. 

















« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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ppliqued Cutouts 
Dress Up Cards 


The search for new and novel show carl 
effects is probably one of the most engross- 
ing in any form of display, and as a result 
of this sort of “research” work, many in 
novations have been worked out which have 
really benefitted card work in general. It is 
that 


have more time in which to experiment with 


unfortunate most card writers do not 


and the like, as well 


as actual physical additions to the standard 


new designs, layouts, 
run of cards. 
There may be some ideas in the following 
which can be changed 
adapted to the 
requirements 


suggested treatments, 


about and individual card 


writer's 


For our type of store—operating on a cash 


basis—point-of-sale displays and show cards 


must be bold and directly to the point. But 


such cards, constantly repeated, would be 


come monotonous to everyone concerned. 


and so it is necessary to vary them in design 


and medium. Illustrations are used when 


THRUET Sip 


By F. R. SCHWARTZ 
Dayan & Co., Indianapolis 


illustration of 
the merchandise, necessarily, but one which 
will put 


ever time permits—not an 
saving to the 
idea to promote 


over the idea of a 


customer, an illustrative 
some special event, or the like. 

We have that wall cutouts 
appliqued to the cards are excellent for this 
purpose ; 


found board 


and add 
We use this ap- 


they are easily done 
punch to the whole effect. 
pliqued cutout 
both miniature figures and lettering. 

It is our belief that hand-lettered posters 
and cards have a personality 


idea quite extensively for 


that can not 
be attained by a machine-lettered job, and 


the only type set-ups we use are special 


headings for groups of sale cards. These 
—Below is a group of the bold, to-the-point 
show cards used by Dayan's, as the proper 
medium for the clientele served by the store. 
Color schemes are kept relatively simple, 
and the cards are frequently ‘dressed up’ 


with appliqued cutouts— 


writer, t 


blocks 


headings are designed by the 
cut and printed 
our own printing press. 


from linoleum 

The air brush is used to good advanta 
on quantity production of large cards, to: 
special decoration, and the like. 

The group) of illustrate the bo 
technique we deem necessary for our typ 
The was used 
throughout the store as a symbol of a sp 
cial sale, the brushed 
dark blue against a white background on a 
green card. 
a light 


color, 


cards 


ot store. torch-bearer 


figure being air 
“Thots of Spring” was done o1 
blue with the fles| 
black, and vellow. whit 
lettering had a black outline. 

The first two cards in the lower row 
handled in much the manner, with 
black, and white predominating, and 
the final card shows how the air brush finds 
frequent employment in our shop. The 
baby's figure was in buff, blue, and pink. 


figure in 


The 


Ca rd, 
red, 


Were 
same 


red, 
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Chicago Club Meets 
At Stadler Studios 


The regular monthly meeting of the Chi- 
cago Display Club was held May 1, at the 
Stadler Studios. A demonstration of the 
procedure in making photographic illustra- 
tions for national advertising was the fea- 
ture of the evening, coupled with a talk by 
Noel Ward, of the photographic firm, on 
sidelights of the business. Many of the club 
members met for dinner before the meeting, 
at Bovari's. 

At the April meeting of the club a live- 
model draping contest was held, with James 
Murray and Carl Shank as the star pertorm- 
ers—tollowed by John Sullivan and Robert 
QO. Johnson, who burlesqued the draping 
demonstration with results that brought 
down the house. 

Fourteen members of the Northern Indi- 
ana Association of Display Men attended the 
meeting, and this group's barber shop quar- 
tette entertained with several songs. 

The Chicago club will hold its annual ban- 
quet on June 4. 


$500 Scholarship Awards 
For Display Contest 

A display design contest offering $500 in 
scholarships and five honorable mentions 
has been announced by J. Allen Bramson, 
director, Broadway School of Display Arts, 
119 West 57th street, New York City. All 
June, 1939, high school graduates in New 
York City and vicinity are invited to par- 
ticipate. The subject of the contest is an 
original display design suitable for use in 
a department store window, with the New 
York World’s Fair as the theme. The win- 
ning designs will appear in the windows ot 
Saks-34th Street, and presentation of the 
awards will be made June 22. 

The following will serve as judges: Dana 
O’Clare, Lord & Taylor; Beaumar Jaimes, 
Franklin Simon & Co.; Arthur See, Saks- 
34th Street; V. W. Sebastian, DISPLAY 
WORLD. 





Aubrey L. Maley Elected 
Los Angeles Club Head 

At a recent meeting of the Southern Cali- 
fornia Display Club, Los Angeles, Aubrey 
L. Maley, The Broadway-Hollywood, was 
elected president of the organization. J. Roy 
Stewart, Barker Brothers, was named vice- 
president, and Ralph Dickie, Department of 
Water and Power, secretary-treasurer. 

The first meeting under the supervision 
of the new officers is reported as unusually 
good, with over fifty displaymen in attend- 
ance. Monthly meetings will be held in fu- 
ture, with a “jamboree” scheduled for the 
middle of June. The association is working 
for a membership of 200. 


Stevensen With 
Olsen Company 

R. L. Stevensen is in charge of display for 
the new store opened by A. J. Olsen Com- 
pany, East Liverpool, Ohio. He was for- 
merly with a Pittsburgh firm. 


Variety Store Catalogue 
Issued By Darling 

\ new catalog featuring display fixtures 
for variety stores has just been released by 
L. A. Darling Company, Bronson, Mich. 
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Window by Lord & Taylor 


Texolite* —a modern water thinned paint—is the 
decorator’s medium for creating that background of 
beauty against which merchandise can take its place 
with individuality and distinction. 

Texolite is a fast drying paint—over most surfaces 
it dries in less than one hour. And it is economical— 
a gallon will usually cover from 600 to 800 square 
feet of paintable surface. 

Texolite comes in 10 attractive pastel colors —in 
11 brilliant deep colors. 

If you're looking for a lively yellow—a soft lichen 


UNITED STATES 
GYPSUM COMPANY 


300 West Adams Street, Chicago, Illinois 





25 


FOR A BACKGROUND OF 





TEXOLITE & 


green—an elusive pastel blue—a smoky pink or a bril- 
liant scintillating green — you can have it with Texolite. 
Send today for the FREE Texolite Deep Color Mix- 
ing Guide—which gives accurate mixing directions for 
securing over 60 variations of standard deep colors 
* Registered trade-mark 


United States Gypsum Company, 
300 West Adams Street, Chicago, Il. 


Send me the Texolite Deep Color Mixing 


Guide [) also your 40-page book, “Modern 
Principles in Paint and Decoration. ] 


State 

















BRICK ---IN SHEETS 
RED BRICK — WHITEWASH BRICK 
Looks and Feels Like Genuine Brick 


SHEET SIZES—4x8° and 4x10 
Easily and Quickly Nailed in Place 


The perfect medium for creating authentic 
effects for model homes, window and interior 
displays. 

Same brick reproduction as selected by the 
New York World's Fair for the exterior of Inde- 
pendence Halh. 


TIMBERTONE DECORATIVE CO., Inc. 
211 EAST 45TH STREET, NEW YORK, N. Y. 



































fact that 
least most 





It is a pretty well established 
shoes are difficult to display. At 
displaymen so consider them, and in the not 
sufficient to 


past it deemed 


align this merchandise in orderly rows, with 


so-distant was 


the more styles displaved the merrier. Add 
a decorative, but not necessarily dramatic, 
background and the job was finished. The 


principal task was to show a lot of merchan 
dise without too much crowding. 

But lately a 
into shoe display, much as it invaded the 
This develop- 
foot- 


new note has been creeping 


presentation of other lines. 


ment is the use of dramatization for 


wear windows, and it has been progressing 
slowly for several years. 
The long, orderly rows of shoes are not 


they are being re- 
and evye- 


found so frequently now; 


placed by the more interesting 
diverting small groups, ranged on displavers 
on plateaux with indi- 


referred to 


of various types or 
viduality. And the 
take a hundred different shapes. 

treatments efforts at 
are being given more atten- 
The same 


displavers 
Background real 
dramatization 
tion and with very happy results. 
principles of adding drama through design, 
construction, color, and lighting as used for 
major apparel are working out just as suc 


cesstully with foot wear. There is no reason 


why this should not be so, of course, for 
shoes lend themselves to dramatic treat- 
ments just as well as other merchandise 


Dramatizing tootwear has another advan 


tage: the confusion of a multitude of articles 


in the window ts disappearing, to be replaced 


Fashion, Houston, Texas 


—First display, by Edward J. Perrault, The 
at right, two 
dramatized shoe windows by Lee Wardrip, 
William Hahn & Co., Washington, D. C.— 
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Dramatization Is Required 
For Shoe Display 


By LEE WARDRIP 
William Hahn & Co., Washington, D. C. 


by small groups with plenty of “white space” 
This makes it possible for 
display 


between them. 
the shopper to examine a window 
with ease and no distraction. 

One of the new examples of dramatized 
footwear display is seen in the first illustra- 
tion of a Edward J. Perrault, 
The Fashion A “novelty” 
display, admittedly, but with much attention 
value and with plenty of drama. 

This is followed by two displays created 


display by 
Houston, Texas. 


by the writer, the first being for Florsheim’s 
“Old Gold” caliskin shoes. This was a three- 
dramatization with a miner 
“earth” 


dimensional 


being posed before a heap of and 
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with a location notice entitled “Prove 
Claim.” The man’s figure was carved fron 
insulation board, and the other articles wer: 
carved from 
Next is a display in which spheres serve: 
as displavers, apparently floating in 
A semi-globe in the toreground bore the 
window card which was in the form of 
scroll and rested on a glass holder. A clustei 
of angel's hair formed a cloud in the reat 
Color spotlighting was directed on the multi 
colored globes, and color flood lighting was 
thrown on the background from strip light 
trough at the 


balsa wood. 


space 


concealed in a base of the 


background. 
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Famous African Falls 


Reproduced In Display 

The scenic splendors of Victoria Falls in 
all its Southern Rhodesia atmosphere has 
been brought to the New York World's 
Fair. The reproduction of the falls is 180 
feet long, the full length of the building. 
From a brink 22 feet high, 60,000 gallons 
of water a minute tumble into a ravine. A 
thunderous roar, said to equal in volume 
that of the real Victoria Falls, enhances the 


Go To Town With 


“TWISKIT” 
DISPLAYERS 


(PAT. APPLIED FOR) 


ve impression of reality. To complete the sen- 
ron sation of being in the heart of Africa, vis- IN THESE SMART COLORS 
were itors move through tropical jungle growth, 

surrounded by the steamy air of the equator FOR SUMMER! 
rver and birds and animals imported from the 
is ang NATURAL, YELLOW, GREEN. 
the An intricate lighting system gives the ef- YELLOW GREEN (CHARTREUSE), 
of a fect of dawn breaking over the foaming DEEP BLUE AND BLUE GREEN 
iste] cataract, developing into mid-day brightness 
real of African sunshine and progressing to the ® 
ulti thrilling sunset of the tropics. As darkness 
Was settles over the crashing wateriall, stars is”, a, a, 33" HIGH 





ight appear in the deep blue sky above, creating 
th the illusion of an entire day spent at the HAT AND ce en eae SHOE AND 
falls. 

At certain periods the huge spectacle is “ao e HANDBAG 
al made more awesome by a simulated storm. STAND 
ee ee “TWISKIT” IS THE UNIQUE, NEW FIBRE DISPLAY MATERIAL! 
growth and among the mimosa, baobab, anc 
the sausage trees. Thunder crackles while WRITE FOR DESCRIPTIVE PAMPHLET 
wind-swept clouds speed overhead. 

Elaborate machinery creates the enthral- ORDER FROM YOUR JOBBER OR DIRECT FROM 
ling spectacle. Six axial-flow centrifugal 
pumps force the water to the channel above. 

This canal is baffled at different points to C H A R L E 2 D l N L O G K E R 

control the flow in desired directions. The 2218 RITTENHOUSE SQ. PHILADELPHIA. PA. 
brink and face of the falls are constructed 
of timber, covered with wire lath and three 
coats of colored cement to give the correct 




















basalt rock shadings. 

Between the cataract and the public path- 
way is the “rain forest” where tropical trees 
and plants are rooted in the soil and in 
which birds and beasts live. A special wire 
netting separates the spectators from the 
wild life. Spray from the falls is felt here, 
just as at the original spectacle, which is 


os DVERTISING 
—install it with / 


more than twice as high as Niagara and five 


times as wide. OURS EARLIER — with more 


A travel exhibit is located in the rotunda selling hours and more sell- 
of the building. Native arts and crafts, 
Bushman paintings, war weapons and other 
curios of South Africa are on display, and put into "sales action’ with 
a native Rhodesian hut is reproduced. the Kling-Tite Automatic 


One-Hand Tacker! Sim- 









ing power — windows can be 






S Vy}, Model T-3 


4 65! b/ Kling-Tite 
One-Hand Tacker 
We 24 


LING-TITE dressed windows are 


















American School Of Design 





Exhibits O'Clare's Work py hake Fecher ta one -seteag, Reese ; 
eT - . etter! ey re neater—more at- 
Water-color drawings of display designs hand—grip the han- , aati eadiiaaate pores Seciliemeiediae 
yan > oF wo ' . - 

by Dana O’Clare, Lord & Taylor, were ex- dle—and, zip, zip! W/ —_ q 





ters, cramped corners, or on narrow steps 





hibited during April by the American School 
otf Design, New York City. O’Clare studied 
at the school a number of years ago. 


fast as you grip or ledges—this handy, compact, self-con- 


it drives slen- tained device does its work. 





der, pin- 
Change Of Location pointed Tacking merchandise on cards—installing 
For Display-Ad on backgrounds—covering panels and shelves— 


The removal of Display-Ad Company, Inc., points. SoetG< op perteen: atane ene ealtane 


irom West 41st street to 152 West 42nd 
street, New York City, has been announced. ASK FOR £ 
The firm produces point-of-sale displays. FOLDER 


are a few of the many practical, every-day 
uses of Kling-Tite. 


Kling-Tite effects a distinct saving in time, effort 





and materials. It is standard equipment with lead- 


Lithographers’ Convention 
Set For June 13-15 





ing displaymen, sign men and salesmen—everywhere! 


The thirty-fourth annual convention of the Write for details! 


Lithographers National Association, Ine., ZS ' 
vill be held June 13-15 at the Westchester A L H 9 il g £ i | F G C 0 
; # i e bd * e 
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Country Club, Rve, N. Y. 


5041 Ravenswood Ave., CHICAGO, ILL. 
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MERCHANTS RECORD AND SHOW 
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THE DISPLAY PUBLISHING 
Cincinnati, Oh 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2 More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4 Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absoiute 
Columns. 


Our = Editorial 


Independence of 
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Consumer Unrest Movement 
Concerns Display 


Good will is detined by Chief Justice 
Hughes as: “Good will in business is that 
indescribable contact that makes the cus 
tomer come back.” When consideration 1s 


given to the dozens of things that must be 


coordinated in any store in order to bring 


the customer back, satisfied, for more mer 


chandise it seems a stupendous task. And 
yet it is a task that must be met and _ per- 
formed—more so today than ever before, and 
with display being given a= stellar role in 


so doing 


there is a growing movement of 


and spirit of retail criti 


Today 
consumer unrest 
cism which is developing steadily along tar 
Hung fronts. This is borne out by a number 
of things, among which might be mentioned 
a few such as the publication of such books 
as “100,000,000 
such groups as Consumers’ Research (which 
sends out confidential “rating” bulletins each 
Inter 


Pigs ;" formation of 


(;uinea 


subscribers) 


month to some 60,000 
Mountain Consumers’ Service—Cooperative 
Distributors Association—and others of a 


similar nature. 

Particular point to the 
given a couple of weeks ago when 500 rep- 
retailing, and 


movement Was 


resentatives ot government, 


the consumer met at Columbia, Mo., to study 


the situation and attempt to work out sat 
isfactory standards for retailer-consumer re 
lations. 

The whole movement has arisen out of a 


growing desire on the part of the consumer 
data on the merchan- 
the individual shopper 


to have more definite 
dise she purchases: 
is beginning to realize that she is the one 
who holds the whip over the retailer and 
that in a mass movement she has tremendous 
Such a movement naturally means 
The unrest will 


power. 


loss in good will. 


a great 
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spread, and retailers will be compelled to 
take steps to meet it, whether they wish or 
not. 

As the wise merchant 
and turns them to his own advantage, rather 
than fighting them, each department in the 
store will have an important part to play in 
stemming the movement and converting it 
into good will for the firm. This can be done 
by giving the customer the information she 
is asking—demanding, rather. And it is in 
this connection that display enters the pic- 


recognizes trends 


ture as a vital factor, along with other 
forms of advertising. Just as newspaper 
advertisements should recognize the “con- 


sumer wants to know” trend and capitalize 
on it, so should displays. Such displays, 
whether window or interior, can be dramatic 
as well as being enticing. In addition, an 
occasional display that is purely institutional 
selling the 
house, as 


should be used— 
store as than a 
something warm and friendly, with a part in 
and an interest in its 
customers—making itself a part of their 
Even though the firm is giving its cus- 


in character 
more business 


community affairs 
lives. 
tomers what they want at a reasonable price, 
the customer must be convinced of that fact. 

That merchants are coming to recognize 
the part of display in putting 
indicated by the more ex- 


over such a 
policy is clearly 
tensive use of displays that might be called 
“entertainers” as well as merchandisers 
Store owners OKing the 
specialized displays, such as the famous bell 
windows, and other elaborate sound and mo- 
tion presentations. In this connection it 
should be remembered that John Wanamaker 
once said: “It is the duty of a merchant to 
inject a certain amount of entertainment into 
his The statement was never 
more true than today. 

Displays have proved themselves as highly 
important in the dissemination of merchan- 
dise information—which is in complete 
keeping with the “consumer wants to know” 
A survey conducted a short time ago 


are purchase of 


business.” 


trend. 
by a leading trade paper for the women’s 
wear field included the statement: “the aver- 
age woman gave three sources from which 
she obtains her fashion information—but 80 
per cent said that they got their information 
from retail advertising and 70 per cent found 
display windows a determining influence in 
their shopping.” 

It would seem excellent policy, in view of 
current conditions, for window and interior 
display to be developed along lines 
would sell the story of the store as an insti- 
bona 


which 


tution of the community, a story of 
fide values without exaggeration, a story ot 
service. In giving customers more and bet- 
ter merchandise information via display a 
take advantage of the consumer 





store can 
movement now in progress and divert it into 
channels which automatically carry good 
will from the shopper to the retailer. 
Swindler Reported Posing 
As Repairman 

\ number of reports have reached DIS- 


PLAY WORLD of a swindler who has vic- 
timized several firms. Posing as a “Cutawl” 
repairman, the man picks up the cutting 
machines after quoting a price on making 
“as good as new,” after which he fails 
Later he is reported to offer 


them 
to return. 
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them for sale in other cities. The latest 
victim is The Webster Studio, Oshkosh, 
Wis., whose “Cutawl” was believed offered 
to a Fargo, N. D., store for $50, a month 
after the “repairman” left Oshkosh. 

EK. J. Bohnen, manager, the Inter- 
national Register Company, 13 South Throop 
street, Chicago, manufacturers of the “Cut- 
awl,” is cooperating in the effort to locate 


sales 


the swindler and stresses the fact that the 
company is careful to that no un- 
authorized person receives credentials from 
the firm. International dealers 
throughout the country are being notified to 
be on the lookout for fake repair deals in 
their territory. 


see 


Register’s 


Bausch & Lomb Sponsors 
Hall Of Optical Science 


Bausch & 
Optical Science, in the Museum of Science 
and Industry, R. C. A. building, Radio Cen- 
ter, New York City. The Hall of Optical 
Science translates the dry laws of optics into 
dynamic displays of light, motion, and color, 
for the observer to under- 


Lomb has opened its Hall of 


making it easy 
stand many of the principles which guide the 
lens designer and the optical engineer in the 
construction of optical instruments. By 
pushing buttons or turning knobs, visitors 
how different reflect, re- 
disperse light. 
binoculars 


may surfaces 
fract,. ‘or 
such instruments as 
scopes have been arranged to show the path 
of light and their mechanical features. 
Sculptured dioramas and photographic 
transparencies are used lavishly to drama- 
tize many products. In the binocular dis- 
play three sailboats appear, one in the dis- 
tance as seen with the naked eve, a second 


sec 
Cross-sections ot 


and micro- 


one as viewed through six-power binoculars ; 
a third through ten-power binoculars. When 
a button is pressed the light in the case is 
dimmed and a transparency discloses a boat 
under full sail viewed under high magnifica- 
tion, 

A turntable the 
of the microscope trom the simple 
ment made by Zacharias Jannsen 350 vears 
ago and the famous Hooke instrument ot 
16605 to the latest of present 

A series of beautiful photomicrographs in 
color are projected on a motorized micro- 
projector. Other turntables show the infi- 
nite variety and complexity of optical parts 
and the fluorescence of certain types of glass 


evolution 
instru- 


display shows 


models. 


under ultraviolet light. 


Fifty-Six Colors Selected 
For Fall Woolen Card 

The regular edition of the Fall 
Woolen Card,” showing fifty-six colors, has 
just been sent to members of the Textile 
Color Card Association, it 1s announced by 
Margaret Hayden Rorke, managing director. 
Featured in the body of the card are twelve 
harmonizing combinations called “Duotones.” 
Because of the high style tendency toward 
ex- 


"1939 


blending shades in the ensemble, it. is 
pected that these tone-on-tone groups will be 
of increasing fashion interest. Contrasting 
color themes are portrayed in the collection 
entitled “Half-and-Half.” The sports motit 
is expressed in the group of animated Amer- 
icana Colors, with the sub-titles “Atlantica” 


and “Pacifica.” 
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FLEXIBLE FIGURETTES 


PATENT 2,127,941 


BATHING SUITS _ 
FOR PLAYSUITS ae tn 


KNITWEAR 


F6—$1.50 ea. 


Write for Sample 


Jobbers and Salesmen 
Write for Information f 


The SILHOUETTE FORM CO. 
147 W. 37th St., New York City 

















————~ Battery Turntable 
No Connections Necessary 
1 YEAR GUARANTEE 


Runs 600 hours on flashlight 
batt:2ries. 


NEW Low price 1.90 
FLEISCHER & CO. 


12 W. 27th St. New York City 














Annual South Bend Event 
Attended By I6l 


The sixth annual banquet of the Northern 
Indiana Association of Display Men was held 
at the Hotel LaSalle, South Bend, Monday 
night, April 17. The turn-out for the event 
was greater this vear than ever before, with 
161 persons present. Frank G. Bingham, dis- 
play director, Robertson Brothers, South Bend, 
and president of the N. I. A. D. M., served 
as toastmaster. 

The greetings of the association were ex 
tended hy B. L. Taylor, Sears Roebuck & Co., 
general chairman of the affair, after which 
Carl Gestrine, Butler Brothers, Chicago, an. 
president of his city’s display club, expressed 
the best wishes of the Chicago club, several 
members of which were present. A welcoming 
address was made by Jesse |. Pavey, mayor, 
and Nile A. Bright, of the Association of 
Commerce, South Bend. 

The featured speakers were Gene Flack, 
trade relations counsel of the Loose-\Wiles 
Biscuit Company, New York City, Charles 
EK. Means, author of the book “Let's Go 
Places,” South Bend, and R. C. Kash, editor, 
DISPLAY WORLD. Flack lived up to his 
reputation as a “one-man floor show,” and the 
hour during which he spoke was one of great 
hilarity. Aithough his address touched but 
lightly upon display, he did stress the im- 
portance of change in display as a means of 
attracting customer interest. : 

Means’ address followed much the same 
outline as his book, pointing out the neces- 
sity for selt-analysis, industry, loyalty, and 
patience in making individual progress. 

Kash spoke on “Good Will, $1," pointing out 
the current unrest among consumers and in- 
dicating the place of display in converting the 
consumer movement into one of good will for 
the individual store. (A condensation of this 
talk is found in the editorial on page 28 of this 
issue. ) 
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Display Contest Scheduled 
For Tennis Week 


National Tennis week will be observed for 
the eighth consecutive year from May 20 to 
27, according to an announcement by The 
Sporting Goods Dealer, St. Louts, sponsor 
of the merchandising event. The publication 
will again foster a prize window display and 
newspaper advertising contest, open to all 
merchants selling tennis equipment reta‘l, with 
trophies going to the winner and runner-up 
in both contests. In addition there will be 
cash awards for the five next best window 
displays. 

To be eligible for the competition, window 
displays must appear between Saturday, May 
20 and Saturday, May 27, and show a card 
reading “National Tennis Week.” The dead- 
line for entries in both contests is June 14. 


Emerson Hodges Addresses 
l. D. E. A. Group 


\t the May 3 meeting of the International 
Display Executives Association, held at the 
Hotel Pennsylvania, New York City, the 
speaker oft the evening Was emerson Hodges, 
sales director, the Elastic Knitted Wire Com- 
pany, New York City. He explained and 
described in an educational way the many at- 
tractive displays that can be created with his 
company's product. Besides the — flexible 
group known as “Flexture,” the firm also car- 
ries this product in rigid form for use as a 
tree holder or other purposes. It can he 
air brushed easily to enable it to harmonize 
with any color plan, Hodges told the group. 

Following Hodges’ talk, Maurice I. Solo- 
mon, Stenchever’s, Paterson, N. J., gave sev- 
eral demonstrations of how he uses this prod 
uct and explained a number of original dis- 
plavs he had created with it 


Flexible Metal Edging 
For Display Board 

By combining non-ferros alloys, the en- 
emeers Of Dasco Products Corporation, Kast 
Detroit, Mich., have produced a metal edging 
for several thicknesses of display board. The 
edging can be obtained in various finishes 
such as chrome, nickle, copper, and color 
treatment. Trial installations have proven 
quite successful, it is said. The edging ts pro- 
duced in strips and is applied to edges of 
display board with small nails or a special tool 
can be bad for clinching in place. 

\n advantage of the special alloy edging 
is that of fitting curves as well as. straight 
surfaces. Appearance and construction de- 
tail is pleasing and beneficial. Boards as thin 
as 16-inch and upward to 44-inch in thickness 
can be treated with the metal edging. This 
same alloy wll also be made into display 
mouldings in various widths. 


"Mechanical Man" 
Makes His Bow 


The “Mechanical Man,” a new motion figure 
for display and point-of-sale uses has been 
devised by Mechanical Man, Inc., 745 Fifth 
avenue, New York City, and is now being 
used for a variety of reta:!] products. The 
figure comes in several sizes and will talk, 
smoke, sing, shake hands, bow, and wink. 
Officers of the new company are Frank L.. 
Dale, president, Franklin L. Hutton, vice- 
president, Elmer J. Chambers, secretary- 
treasurer. 
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Continuous leatherette dec- 
orated panels in rolls 29” 
wide. Ideal for screens, 
panels, backgrounds, wall 


e covering, etc. Attractive, 
MAHARAM colorful. Now available: 
papel ings @SAILOR BOY Design 
DISPLAY @FISH Motif 

NEED @YACHT Scene 
6 @SPORTS Background 


Washable, Durable, 
Cheaper than paper. 
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FABRIC CORPORATION. 
NEW YORK—130 WEST 46th STREET 
CHICAGO—6 EAST LAKE STREET 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 








Dramatize Your Windows 


by using this modern 
Window Photo Service 


The newest and very best windows in Hol 
wood, Beverly Hills and Los Angeles, divi 
into three specialized services ll phe 
with complete descriptions. Half of each monthly 
service mailed on Ist; half on 15tl 


Ih 


led 
aea 


tos 8x10 


Service “A”—DEPARTMENT STORES. 
16 photos monthly; price $9.00 quarterly. 


Service “B”’—MEN’S WEAR STORES. 
8 photos monthly; price $6.00 quarterly. 


Service “C’—for WOMEN’S WEAR 
STORES. 8 photos monthly; price $6.00 
quarterly. 


Order a trial three-months’ service 
today Be the first in vour' city te 
use these intriguing ] 

the film world. 


California Display Technique 
860 South Los Angeles Street 
Los Angeles, California 














Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 


electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


BESBEE PRODUCTS, TRENTON, N. J. 





The subject of “Short-cuts” is difficult to 
write about, as there are many different 
types ot “short-cuts” that will work in one 
plant or department, and may not work at 
all in a very similar unit. 

The term “short-cut” is another word for 
economy in production or economy in dis- 
play; it is a quick way to get to a finished 
result at less expense, and yet have the same 
results as though we went the long way 
around. 

Many times in production plants short- 


cuts are taken in every way possible—even 
short-cuts in the quality of materials used, 


because the job was taken at a low price 
and a low. profit. In order to come out 
in the clear and on the black side of the 
books, these short-cuts in materials, work- 


manship, and the like are used, but if any 
plant executive will study the question, this 
tvpe of short-cut is found to hurt the busi- 
ness in the long run; it’s really not a short- 
cut at all. It would be better for the plant 
to turn down the job rather than to sacrifice 
workmanship and material, or else tell the 
customer it 1s going to be a cheap job and 


have him expect nothing else. 

This is particularly true today in a great 
many organizations in the screen process 
field. The small shop, not coordinated or 


designed quantity production, gets a 
chance to bid on a large job. They bid ex- 
to get the job, paying no at- 
overhead and 


tor 


tremely low 
tention to their 
tell the customer “it will be a first-class job, 
as good as any you can buy.” 

The custome the 
price and the producer runs it through, using 
low-priced card- 


actual costs, 


agrees because of low 
a cheap quality paint, a 
board, dopes up the paint with a great many 
extenders or so-called reducers to make it 
go farther, uses organdie instead of silk and 

everything through the cheapest way 
The customer receives it and may 
complain or may not doesn't do 
the much after the 


job is produced, for the firm is too small to 


puts 
possible 
usually it 
kick 


customer good to 


stand a large tinancial loss. Such a job 
only sours the customer on screen process 
work. When tuture orders come up the cus- 


tomer holds out for some other method of 


production and won't hear of screen process, 
even though produced by a large, reputable 
That short-cut 


organization is one type of 


that costs not only the producer but. the 
whole industry. 
While talking about the customer and 


short-cuts, here’s one that is a short-cut to 
selling the job. In making up a sketch or 
sample and presenting it to the customer, the 
usual procedure is to make a rough sketch 
of the idea and not put too much money into 
it as2 is being taken on the job 
as to whether or not it will be The 
best short-cut to selling a job is to make up 
a sketch exactly as it will be produced. Use 
first-class artwork and cover the completed 
design with cellophane, stretched tight over 


chance 


sold. 
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isplay Studio Problems 


IX. "SHORT-CUTS" 
By H. W. MORTON 


Coleman Lamp & Stove Company, Wichita 


the face, and present the sample in this man- 
ner along with the sales talk. 

We've found that nine time out of ten a 
completed sample with cellophane stretched 
over the front will and, in many in- 
stances, without a change in copy. Also pre- 
senting a sample this way enables you to get 
a little higher price, in many instances, on the 
job. This isn't always true but it helps. This is 
a short-cut that costs a little for the cello- 
phane and additional artwork, but it is a 
to making a sale and making it 


sell, 


short-cut 
faster. 

In our shop we have many short-cuts to 
completing the job, but before putting any 
of them into effect we analyze them  thor- 
All of the are continually 
looking for a faster production 
and we allow so much for experiment. But 
before putting an actual short-cut into use, 
we check it thoroughly to see whether it will 
actually create a saving on production, and 
at the same time keep the quality and speci- 
fications of the job up to standard. 

The best way on short-cuts on a particular 
job (to save expense) is to point out certain 


oughly. boys 


method of 


economies when selling it to the customer. 
In some instances this might reduce the cost 
a little on the job, but the customer appre- 
ciates being told a better and a faster way to 
do it; even though a little lower price is 
taken, in the long run more will 
be secured from this customer because of 
his feeling that you are working in his in- 


business 


terest. 

On every job there is a certain amount of 
work that must be done and a great 
many trademarks or trade names have to 
be worked into a design. We've found a 
short-cut in art work on these trade names— 
and blow them up to the 
them on the sketch. 
This eliminates considerable time in hand- 
ling and the white photostats give the re- 
If done by a reliable photostat plant, 
they are accurate. Small trademarks can 
always be found on letterheads or literature 
and can be blown up for the large displays. 

Another short-cut known to. practically 
everyone is that in many instances two peo- 
ple on a particular production run can work 
much faster than just one person. This 1s 
true in screen process work, mounting easels 
and assembly work; however, it is always 
to analyze the job before 
Two fast 


art 


use photostats 


proper size, applying 


sults. 


best thoroughly 
putting extra people on the task. 
men working together can average a much 
better production time than one man, but if 
it is the type of a job where they get in each 
other's way, it Is short-cut. 

A short-cut that has saved us considerable 
money over the past vear is the development 
of a one-coat lacquer on wall board for a 
finished coating. There used to be a time 
when wall board had to be primed and then 
usually given two coats of paint before be- 
ing a finished job. But the use of heavy 
spray equipment, a pressure pot, and a one- 


an expensive 
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coat lacquer has enabled us to cut our spray- 
ing time in half, getting the desired finish 
in any color without the preliminary work. 

Also comparing this one-coat lacquer with 
casein paint, lacquer gives a much _ better 
finish and will last longer and be more dur- 
able either in the display window, on the 
display card, or background. Casein paint 
dulls in a short length of time and will not 
stand hard use; it shows finger marks and 
becomes whereas a_ lacquer 
finish can be put on faster, dries faster, is 
more durable, can be washed, and, in the 
long run, is cheaper. The time spent in 
spraying the lacquer alone saves enough to 
pay for the additional between the 
paint and lacquer. You can have your two 
or three colors on the job while one color of 


soiled easily, 


cost 


casein paint is drying. 

On large background panels another short- 
cut is the use of the new roller stippler. A 
heavy-bodied oil paint can be put onto the 
background and the roller stippler applied 
over the surtace, giving a beautiful appear- 
ance in a flat oil finish. This can be done 
in one coat, eliminating the 
the undercoat for sealing the board. 

Another short-cut, while it costs a little 
more money for the original material, saves 
considerable on handling and production as 
well as giving greater wear for the display. 
This is the use of a regular 1x2-inch lumber 
instead of the so-called “blind stop” which 


necessits ot 


is only about 1% to 1% inches in width 
The actual 1Ix2-inch, which measures, 
dressed down, 34 by 15¢ inch is a_ better 


finished lumber and is practically free from 
warps or bends in the board. A frame can 
be made faster using this material—at least 
it has proven so on our production—and the 
backgrounds are less apt to warp when ex- 
posed to the different types of climate. We 
have also found this true on frames for 
metal signs. 

have 
use 


production we 
saving to 
much 


In screen 
found it is a considerable 
“Profilm” or “Nufilm” 
of the screen as possible, eliminating a great 
amount of fill-in around the screen with a 
clear lacquer or screen filler. The “Pro- 
film” costs a little more to use in covering 
the whole screen, but comparing this little 
additional cost against the time a man takes 
to fill the silk with a filler, it is a 
short-cut and a_ definite which 
amounts to quite a little over a year’s time. 

The greatest short-cut in any plant again 
gets back to the proper layout of production 
or the proper layout of a display department 
in a department store, or, in fact, any organ- 
The department layout should be 
properly so that the job follows 
through with as little moving back 
forth as possible. In other words, on a 
production line the carpentry work should 
be followed by the mounting of the wall- 
board, then moving into the paint room, 
and from there to the assembly room where 


pre CeSS 


and cover as 


screen 
saving 


ization. 
planned 
and 
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the display is entirely assembled, packed, and 
shipped. Great losses can occur when there 
is considerable moving back and forth of 
cards and displays. 

In the display department of a store, if 
the fixtures aren't arranged where they are 
easily accessible, time is lost in getting to 
them or moving one group to get to another. 

After all, the greatest short-cut which 
would be adaptable to any shop is cleanli- 
ness and care in its arrangement. It’s an 
old story and everyone talks about it, but 
there are few places that actually follow 
through and have the work easily accessible, 
eliminating waste motions. 


Rubber Products, Durable Displays, 
Move To New Location 

Three floors in the building at 2010-18 
South Halsted street, Chicago, have been 
taken by Rubber Products, Inc., formerly at 
527 South Jefferson street, to which the firm 
will move shortly after June 1. Durable 
Displays, Inc., which was located at 162 
North Clinton street, will share the location 
and has already moved to the new address. 


Sportleigh Contest 
Won By Phelps 

First prize in the Sportleigh window dis- 
play contest has been awarded to J. A. Phelps, 
W. G. Swartz Company, Norfolk, Va. Second 
and third prizes went to M. Katzman, Mc- 
Keesport, Pa., and James Holland, A. FE. 
Troutman Company, Greensburg, Pa., respec- 
tively. E. M. Durkin, MckKelvey’s, Youngs- 
town, Ohio, received honorable mention. 


Diffendale Firm 


Changes Location 

The firm of Peter P. Diffendale has moved 
to its own building in Port Richmond, Staten 
Island, N. Y., where it will specialize in the 
manutacture of displays for the ice cream 
trade. The art department and sales divi- 
sion will operate from the office at 303 
Fourth avenue, New York City. 


Detroit Club Cooperates 
In Civic Event 

The Detroit Display Club was called on 
recently for considerable aid in putting over 
the city’s “Program of Progress,” in which 
the industrial might of Detroit went on dis- 
play throughout the city. One hundred dol- 
lars for prize money in a window display 
contest was given the club by the Board of 
Commerce, and the competition was divided 
into four groups so that all displaymen 
would have an equal opportunity. The fol- 
lowing were the results for each classi- 
fication: 

Department and furniture stores: first 
prize, W. J. Laass, Robinson Furniture Com- 
pany; honorable mention, C. F. Wendel, J. 
L. Hudson Company; F. J. MacCormack, 
Peoples Outfitting Company, George Heidt, 
Crowley- Milner Company. 

Men’s wear: first prize, Donald A. Fer- 
guson, S. L. Bird & Co.; honorable mention, 
Morgan A. Parker, Joseph L. Hickey Com- 
pany; Arthur W. Pelletier, Capper & Capper. 

Women’s wear and jewelry stores: first 
prize, P. A. Kushell, Russek’s; honorable 
mention, John F. Hering, Traub Brothers; 
Ray Sullivan, Annis Fur Company; Charles 
Collins, Himelhoch Brothers. 

Miscellaneous: first prize, A. N. Leake, 





2sPLAY WorRto 31 


Now... _— _— Grass Mats 


| Custom Made to FIT 
Your WINDOWS! 


Give your windows that smart, trim 
finished look with Eaton ‘Tailor 
Made” Velvety Grass Mats. Made 


of our fine quality close-cropped 








grass as smooth and velvety as a 
well-kept lawn. Made up in any 
widths—any sizes. 


Order today through your local dis- 





play equipment house. 


EATON BROTHERS CORP. 


HAMBURG - . NEW YORK 
formerly Hamburg Floral Mfg. Co., Inc. 
LARGEST AMERICAN MANUFACTURER OF GRASS MATS 


BLISS DISPLAY CORP. 


ANNOUNCES 


“WORLD'S FAIR” 


OF 


CHRISTMAS DISPLAYS 


OPEN JUNE 20, 1939 











BLISS DISPLAY CORPORATION 


460 WEST 34TH STREET, NEW YORK CITY 








DRAMATIZE YOUR HEADLESS FIGURE 





with Goodman Patent Sleeve Forms + a sculptured head 
and hands + Motion. “The Right Combination” 
Goodman Patent Sleeve Forms or Coat Form 3.00 
Goodman Patent Sleeves for women’s or boys’, pr 2.50 
Unbreakable Sculptured Men’s Head 6.00 
Sculptured Men’s Character Hands, pair 6.00 


Goodman Guaranteed Turntables (to $25 Diversified Motions) $7.50 
Write for Catalog of Latest Developments in the Display Field 


GOODMAN s:zvr rormm COMPANY -_ 


19 West 34th St. DISTRIBUTORS WANTED New York, N. Y. 








Eureka Vacuum Cleaner Company; honor-  vestors’ Syndicate and a member of the 
able mention, Roy H. Heimbach, Michigan Detroit Speakers Bureau, and a representa 
Consolidated Gas Company; Henri Lapet- tive of the Board of Commerce announced 
tite, Kresge’s. the winners in the contest. Jack T. Chord, 

At the April 17 meeting of the Detroit Ernst Kern Company, and Mrs. Chord gave 
club, held at the Book-Cadillac hotel, A. M a very interesting talk on their recent cruise 
Schulz, Michigan state manager of the In in the Caribbean. 
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“Information Dlease”’ Displays 
Stop Philadelphia Traffic 


By MARION PANCOAST 
S. Kind & Sons, Philadelphia 





















The “Information Please” windows used 
recently by this firm, and which proved such 
an outstanding drawing card that they we: 
“held over” for a second week encore, we: 
the result of cooperation between the display 
department and the sales force. The idea 
evolved from a suggestion that we design 
one educational gem window as a_ purely 
institutional display. The attraction valu 
of this idea was recognized immediately, and 




















it Was incorporated into a five window dis- 






play for which the sales force supplied ques 






tions and answers. 
The smart and timely “Information 
Please” caption was introduced with due 







recognition to the famous Canada Dry radio 






program which is receiving such excellent 






response on the air. This tie-in was a nat 
ural for the type windows we had in mind 
and the same idea could easily be adapted 
for any type of merchandise; for such items 









as jewelry and silverware, however, it was 
especially valuable as the shopping public 
has little really correct knowledge of the 













sources, traditions, and the like for such 







merchandise. 
Incidentally, it might be mentioned that 
when displays tie-in with current radio pro- 







grams, motion pictures, or news events, they 





themselves achieve added interest by so 






doing and greatly increase their stopping 
power. This was proved in the above. in- 
stance, 1f any additional proof were neces- 









sary. 
Edueationally, this series of windows reg- 






istered a big success and pulled consistently 
good crowds despite inclement weather dur- 
ing the time they were on view Although 














the immediate sales results were not exactl) 






staggering, I feel confident that the interest 
people showed will manifest itself in future 
business. Such educational displays, in the 
long run, are of great merchandise and pres- 









tige value. 
The windows were really very simple in 






execution. Each bore a suspended. scroll 
in the upper background, bearing the words 
“Information Please” end giving credit to 
Canada Dry’s radio program from which the 
title was taken. Groups of silverware, mis- 
cellaneous gifts, watches, and jewelry were 
displayed on small plateaux of various sorts, 
each window keeping pretty much to one 
theme, such as gifts. Near each group stood 
a neat window card headed “Question A,” 














ete., and giving one question about the mer- 
chandise it represented. At the right of 
each window stood a larger card, held by a 
cut-out bellboy, and listing the correct 









auswers. 
The nature of the questions is indicated 
by these examples: “These are the correct 






gifts for what anniversary?” “Can you 






name five out of seven of these green stones 
commonly used in jewelry?” “Identify these 
tive forks.” “How accurately can you guess 
the prices of these five rings?” 
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Think this over... 








It is an old saying about the other fel- 
low’s pasture looking greener, but it cer- 
tainly holds true in the display profession. 
Many a displayman feels he could be a bet- 
ter salesman of display materials than the 
men who call on him with their various 
lines. The salesmen, many of whom are ex- 
displaymen, feel that they could step in and 
do a better job than the displaymen. Dis- 
playmen working in the city as assistants 
are always looking for jobs in the smaller 
towns. The small town displayman is al 
ways dreaming about 
the larger city. 

One of the most widely known display 
executives, a nationally acclaimed prize win 
ner who is now on the road selling display 
equipment, stopped in to see me a few days 
ago. I said to him, “Now that you have 
had a taste of both selling displays and being 
a display executive, which do you think you 
like the better?” He smiled and said, “The 
grass always looks greener in the other fel- 
low’s yard.” 

Display jobs vary widely, like everything 
else, but to those young men who are just 
starting out in this field and to the men 
in display who are dissatisfied with their 
present positions, remember that a display in 
a window always looks better from a dis- 
tance and the same holds true on a greener 
pasture display job. Some displaymen are 


“doing his stuff” in 





By FRANK G. sINGHA, 





constantly changing jobs. They flit from one 
place to another with the greatest of ease. 
They are never satisfied, but always regard 
their present position as temporary. In this 
state of mind no displayman can do a good 
job for his store. It is all right to be am- 
bitious, and all of us should be so as long 
as there is air to breathe, but far too many 
displaymen think the pasture over the fence 
is the only place for opportunity and neg- 
lect to do their present jobs well. 

"Tis true that distance makes things look 
more attractive and in our profession of dis 
play we learned that as one of the elemen 
tary lessons, but this is what we forgot to 
remember : on close inspection the whole pic 
ture from coast to coast is generally about 
the same—merchants are trying to sell some- 
thing to somebody else at as good a profit 
as possible. The displayman who can help 
that merchant sell his goods at a profit is 
He doesn’t have to be the most 
talked about display executive in the country. 
He doesn’t have to wear fancy clothes and 


a success. 


let his hair grow long to impress upon 
others his importance. He doesn’t have to 
be temperamental. He doesn’t have to re- 
gard his present position as temporary. He 
must be himself. He must sell himself. He 
must not spend his time looking afar to 
green pastures. He must work hard. He 
[Continued on page 35] 





—Winner of first prize of $100 in the National Sew and Save week contest, this display by 
Richard A. Staines, Vandever Dry Goods Company, Tulsa, Okla., used miniature mannequins 
on an electric turntable bearing World's Fair symbols to tie-in with the card copy: "For the 
Woman of Tomorrow.’ The figures were dressed in the same material used for the drapes, and 


wore gowns designed from McCall patterns, which were placed at their feet. 


The cut-out 


figures on the background were done in natural colors— 
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Glos4i- 
ROLL 


for 


FALL 


The preparation of a new line 
of GLOSSIROLL DISPLAY 
ITEMS takes considerable 


time. 








It is planned far in ad- 
vance principally because our 
experimentation is intensive 
and inclusive. This, in a large 
measure, accounts for the 
preference always accorded 
our display creations; for their 
compelling originality and art- 
istry and their great display 
versatility and durability. 


In the meantime our SUMMER 
CATALOGUE lists many un- 
usual items for immediate 


WRITE TODAY. 


needs. 








EXCELSIOR 


PAPER SPECIALTIES 


CO., INC. 
640 W. 57 STREET 


Dept. D 


N.Y. C. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ae 
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—''Welcome Spring- 
time" is the key-note 
in the new Narra- 
gansett beer dis- 
play. The sky-blue 
background and the 
pink .orange .blos- 
soms make an excel- 
lent foil for the 
realistic and color- 
ful painting of the 
robin. Designed 
and manufactured 
by Zerbo, Inc., New 
York City— 


racer: ALE 


ec WITH SEEDLESS HOPS 


—June and graduation are 
inevitably associated, and 
in this display the two 
make an excellent tie-up 
with Schieffelin’’ Teacher's.” 
The center unit is of dark 
marble “Novo-Craft,"’ a 
reproduction of Verdi mar- 
ble. The display was de- 
signed and produced by 
The Dennison Manufactur- 
ing Company, Framing- 
ham, Mass.— 


la Telaele vias 


YOUR FAVOR: Tr< 


a9) ARE Twenge 


ND CHARACTER AND TASTE 





Buttercup 


CHOCOLATES 


wi 


rwenry Darema «me 
sec. pOrne CHOCOLATE 


Amon’s 
wee 


—Powerful simplicity 
is exemplified in this 
three-piece display. 
The background is 
a rich chocolate 
brown, which sets off 
the buttercup-yellow 
package reproduc- 
tion. In the die-cut 
section above the 
box there is inserted 
a fabric buttercup 
8 inches in diameter. 
Designed by Leo 
Macdonald and lith- 
ographed by The 
Forbes Lithograph- 
ing Co., Boston— 
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—The realism of this strik- 
ing display for Birdseye 
frosted foods won a first 
prize in the All-America 
packaging contest. Created 
in collaboration with Gen- 
eral Foods Corporation, 
the display was reproduced 
by the exclusive Einson- 
Freeman _"'split-spectrum" 
process of deep-etch lith- 
ography— 


—Created for the Amity 
and Rolfs line of billfolds 
and key cases, this unit is 
in use in stores from coast 
to coast. It has proved 
itself to be an answer to 
the top-of-counter display 
problem on this type of 
hard to display merchan- 
dise. All merchandise is 
plainly visible, but is pilfer- 
proof. Produced for Amity 
Leather Products Com- 
pany, West Bend, Wisc.— 
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THINK THIS OVER 
[Continued from page 33 5 
must be ready when the right opportunity TAR7Z, 
comes. He must take it when it comes. Gu G 








The opening of the New York World's \ EVE 
lair brought forth a new milestone for tele- G 


vision. A recent poll by Dr. Gallup esti- 
mates that approximately 4,000,000 families 
throughout America (or about one family in 
every eight) consider themselves good pros- 
pects for television. Television in the years 
to come will be the golden egg of oppor- 
tunity for the display profession. That many 
well-known display executives and many 
more unknown ones today will by 1950 be 
associated with this new magic eye is my 
prediction. File this statement away for the 
next eleven years, and call me collect if | 
am wrong. 


Our traveling representatives are on their 
way to call on you with a full line designed 
to sell merchandise and reflect credit on the 
house showing these numbers. Make sure that 
you are included in their intinerary by drop- 
ping us a line. 








Professor Kelly of Notre Dame says: 
Blessed is he who has nothing to say—and 


doesn’t say it!” 





DURABLE DISPLAYS, Inc. 


2010-2018 §. Halsted S¢. 
CHICAGO 


Good news for the combination display- 
men, those fellows who write advertisements 
in the morning and decorate their windows 
as the sun descends at evening—a new de- 
vice which will make a one-column news- 
paper cut in less than ten minutes, for only 
a few cents. This machine will go into pro- 
: tet. duction soon at Anderson, Indiana, using a 
rdseye photo-electric cell in making the engravings. ALLU RI NG 
a first More cuts at less cost will enable the com- 
merica bination men to write less copy and spend 
— more time on display, which will give the FASCI NATI NG 
en- 


store more profit. 




















ration, Ss 
duced The weather is still too cold around here yet 
cinson- f = one + pee aa 

or spring bouquets but if I were to make 


eet up a couple I wouldn’t hesitate in what VERY PRACTICAL 


direction to toss them. They would both 
sail forth into that Vanderburg and Dewey 


state of Michigan. The first would land HAND CARVED DISPLAYER 


at Kalamazoo to honor Clarence Ingel, dis- 






Amity play director, the Gilmore store, whose dis- ‘ re . 

illfolds plays have become the talk of the town, as Over all height 281”. Figure 1” gum 
unit Is well as the large farming district which is wood, half relief, natural wax finish. Lacquer 
| a famous for its raising of celery. Clarence stain. Top shelf 102”. The first and third 
— believes in letting the farmers raise celery shelves 9!.”. Other shelves 8”. Shelves 
display and letting the boss raise his “celery” by painted silver. 

pe of putting in good displays. His store sends 


»rchan- him on New York City trips, which speaks 
dise is volumes for the progressiveness of an insti- PRESSMAN & TEMPE 
pilfer- « 


tution in a city of half a hundred thousand 


Amity a . " ca : ce x 
: population. Congratulations to the Gilmore FEAT ae ee 
Dal store and lots of luck to Clarence Ingel for VaING ART IN WOOD 
5 a good job done. 308 CHERRY , PHILADELPHIA, PA. 








The second bouquet would land at Lans- 
ing, the capital of the state, to honor that 
courageous young displayman at the J. C. 


Penney store who signs his name V. M. - ~ 
Curto. His displays deserve publication The Fountain Air Brush 
because they are worthy of any store front The AirBrach of the Particular Artict 
and his courage to stay out of the rut of = 
the average chain store style is encourag- ay M A N N E w U a N N) 
ing. It is true that not all Penney display- 
) \ chosen by the be 
men have the manager Curto has, but every pi tioe 7 soe ae 
| ° istinction; natural, 

















J. C. Penney official is interested in increas- ns | charming, seghisticates 
: . , . o - . . ler Vot ’ . 

ing his store’s business. If Curto’s displays ; 2 are im New | FIGURES CORRECTLY PRO- 
did not sell merchandise they would not long A po lea lt York for the | acum dae ck eee all new 
survive. His displays have helped raise the ; sels he cure te | Im standing and flexible effects, 


pee : ; ss Easy to handle and keep in order. j “ ” : 
standard of this great chain of stores. The y Send for Catalog Ne 52D visit: us including the new “action” poses. 
courage of his convictions has been tested ne 5 7 . P . Write for photographs 
and not found wanting. The J. C. Penney THAYER & CHANDLER 7 West 36th St.. (Near Fifth Ave.) 


organization has a large number of good 910 W. Van Buren St. Chicago, Ill. ow ay mY. 


displaymen in many states, but this month's 
bouquet drops into a deserving lap—stand 


up, Curto, and take your bow. « « Please Mention DISPLAY WORLD When Writing Advertisers » » 


























SIDEWALK 
TRAFFIC 


with 
Gulawt 
MADE 
DISPLAYS 


Passers-by bring you 
no profits. You must 
stop them and make 
them buy. 


Follow the example of 
leading stores every- 
where. Use dramatic 
cutout displays. Make 
them easily, quickly 
and inexpensively with 
the Cutawl. 


for Catalog and Details 
of Easy Payment Plan 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST., CHICAGO 








The greatest 
attention compeller 


in DISPLAYS is 


OTION - 


Size, color, beauty, shape—all focus 
attention but none have the com 
pelling power of motion. Before 
the kaleidoscopic background olf 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 


\\ a 
ve. your message put across to project 
your ‘‘specials”’ into passers’ minds 
—give your displays action. And, 
if you want dependable trouble 
a | free, long lived, low cost animation 
(any motion, any speed), power 
iP) them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
Y them on SPEEDWAY Turntables. 
These dependable 110v_ back- 

} 


A, geared units comprise a complete 


) line that meets every display con 


dition. 


WRITE FOR 
CATALOG 


Speed Way Mig., Co. 


1841 South 
Wl 


52nd Ave., 
Cicero, IIl., 
. &» A 
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Here and there 


Continuing his series of unusual shoe dis- 
plays, Ben Finkelstein, Ansonia De Luxe 
Shoe Shop, New York City, recently trans- 
formed one of the store’s large windows into 
a veritable birch forest. Thirty birch trees 
were used, with dogwood blossoms festooned 
profusely on invisible screens. 

In this sylvan setting a mannequin, in 
spring attire and shod with the latest An- 
sonia creation, sat on a swing which swayed 
forth. ade- 
spaced latter being 
with effect display 
The with blue 


back and Footwear rested on 
quately 


Cc »vered 


plateaux, the 
special wood 


paper. wall was covered 
burlap. 
Selfridge’s, 


play history with its elaborate exterior dis- 


London, England, made dis- 


—The world-famous store of Selfridge's, 
London, England, went ‘Ferdinand the Bull" 
whole-heartedly recently. Across the entire 
Oxford street facade ran a series of twenty 
scenes from the Walt Disney film. Each 
unit was 15 feet wide by 20 feet high, with 
a surround of flowers, and was built in three 
planes and animated— 


MAY, 1939 


—A "World's Fair’ mannequin, modishly 
garbed, swings back and forth in this airy 
setting designed by Ben Finkelstein, display 
director, Ansonia De Luxe Shop, New York 
City. The plateaux are covered with a spe- 
cial decorative paper resembling wood. 
Thirty birch trees were used, and dogwood 
festoons arranged on invisible screens— 


plays for the coronation of King George V1 
—and is continuing to use such display 
whenever possible. During the recent Lon 
don opening of Walt Disney’s “Ferdinand 
the Bull,” Selfridge’s devoted its entire Ox 
ford street front to a pictorial presentation 
of the Ferdinand theme to tie up with the 
store's thirtieth birthday celebration. 

The building was decorated along the en 
tire length with twenty animated and illumi 
nated scenes from the motion picture. Each 
of the moving tableaux, about 20 feet high 
by 15 feet wide, was built in three planes, 
with a surround of flowers and an illumi 
nated shield carrying the thirtieth anniver 
sary theme. A 20-foot animated head ot 
Ferdinand was placed above the clock. The 
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completed display entailed 12,000 square feet 
of plywood and 11,000 electric bulbs. This 
is the first time in the history of Selfridge’s 
that any motion picture has been illus- 
trated across the front of the building. 
Away “down under,” interest is being to- 
cused on display in much the same manner 
as is inspired over here by the two great 
fairs of 1939. In Wellington, N. Z., accord- 
ing to C. H. Andrews, who conducts the dis- 
play firm of the same name in that city, 
the Centennial is well under way, with a 
number of inquiries regarding 
(Photographs of some of 


generous 
various exhibits. 
the more outstanding units will be shown in 
DISPLAY WORLD soon.) 

Above is seen a bird’s-eve view of the 
Centennial grounds, with the buildings in 
course of erection. Rongstai airport is in 
the foreground, at the left is Lyall Bay 
beach and esplanade, and at the right is the 
Kilbernie speedway and stadium.  (Photo- 


—''The Face on the Barroom Floor’ might 
be the title for this display, installed under 
the direction of Norman Cirkle, who has 
charge of the sales promotion department 
of Hiram Walker in the Chicago area. 
(Photograph by courtesy of Fisher Display 
Service, Chicago, installer of the display)— 
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—Above is a view from the air of the scene 

of the Wellington, New Zealand, Centennial, 

with the buildings under construction. C. H. 

Andrews reports that the Centennial is do- 

ing much to focus interest on display in the 
country “down under’ — 


graph by courtesy of the Wellington Eve 
ning Post.) 

One almost expects to hear a recitation of 
“The Face on the Barroom Floor” when 
looking at the novel display shown below. 
The window is the work of the Chicago sales 
promotion department of Hiram Walker, of 
Cirkle 


uses various display services to install his 


which Norman Cirkle is in charge. 


sales promotion material to fit the Loop 
locations that he secures. In this connection 
it might be mentioned that he has been ex- 
ceptionally successful in securing locations 
previously deemed impossible to get for such 
displays, through selling the dealer on the 
idea of tying-in their location with Hiram 
Walker by making an exclusive display to 
fit the particular establishment 

The attractiveness of such windows is 
illustrated by the photograph. This display 
is complete in every detail, even to the cut 
out figure of the “swamper,” leaning on his 
broom, and the Gay Nineties bartender with 
the handle-bar mustache. 





HERE IS AN 


All- Purpose 
DISPLAY BOARD 








Solid Wood Pulp Board is 
designed to meet the exact- 
ing requirements of the lead- 
ers of the Screen Process, 
Sign and Display Industries. 
The unusual high quality of 
this board is the result of 
many years of practical ex- 
perience and research in the 


field. 
1---FOR WINDOW DISPLAYS 


In four thicknesses. 


1/10”—Primetex 
1/8”—Woodcraft 

3/16”—Paramount 

3/10”—Supermount 


2---FOR SILK SCREEN 


This board is non-absorb- 
ent—requires less paint 
or coating. Its smooth 
surface takes process or 
paint doing justice to the 
most detailed figures and 
designs. 


3---FOR CUTAWL 


You can depend ona fine, 
clean edge for cut-out 
letters and other products 
of cutawl machines. The 
cutawl blades remain 
sharp longer as there is 
no gritty substance in 
this board. This Solid 
Wood Pulp Board will 
not buckle or warp and 


is already treated and 
sized. 


Those who have used this 
specity it repeatedly for dis- 
plays. Why don’t you give it 
a trial? Send for samples. 


HENRY FUCHS & SON 
215 GREENE ST., NEW YORK 
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Departmental Cooperation 
Marks Goldsmith’s Display 


It is the writer's belief that extremely close 
cooperation between all departments is an 
absolute necessity for the production of the 
best possible displays for a given clientele. 
We all know stores where the advertising 
and display departments bicker back and 
forth, and where the buyers think the display 
manager is niggardly with space—and the 
latter thinks that buyers are exorbitant in 
their demands. 

\t Goldsmith's the display and advertising 
departments work together for better pro- 
motions; there is a feeling of good-fellow 
ship and wholehearted cooperation between 
them, and the result is better selling dis- 
plays. I keep in direct, daily touch with all 
departments and the buyers, so as to keep 
myself informed as to new merchandise in 
stock or coming in. I have found from 
past experience that I can better my own 
work and secure more cooperation by talk 
ing to buyers and offering and accepting 
suggestions regarding displays and future 
arrivals of merchandise. If the buyer has 
an idea that he wishes carried out, we do 
all we can to please him without detractin2 
from our usual standard of display. In 
that way we maintain a state of good feeling 
between the other departments and display. 

We strive constantly, both in the windows 
and interior, for the better type of displays. 
We change our ready-to-wear windows 
twice each week and the balance’ once 
weekly, except on special occasions that call 
for more frequent changes. When it is pos- 
sible we make our changes early in the 
morning and late in the afternoon—quite 
often after business hours. We try to avoid 
disturbing the windows between 11 and 4. 

There are three in the display department 
besides the writer. Two are sign writers 
one who does the hand lettering and the 
other operating a show card writing ma 
chine. When their work permits, they help 
with display so as give them a chance to 
familiarize themselves with that branch of 
work and to create more assistance for the 
other displayman and myself. 

The three displays on this page illustrate 
the type windows we use consistently. Our 
big events of the year, besides Christmas, 
aster, and the like, are the Buyers and 
Managers’ sale in the summer, our anniver- 
sary sale in the fall, the Cotton Carnival in 
May, and the Mid-South fair in September. 

The photographs speak for themselves as 
to construction and design. We might add, 
however, that the display seen at the right 
center carries a bit of the spirit of the New 
York World's Fair which helped to create 
quite a bit of interest in this display of 
colorful accessories. The third window used 
an outdoor scene painted on canvas, with a 
wall of composition board painted to re 
semble field stone, an arbor covered with 
wisteria, a few palms, and grass mats on the 
floor to form a setting for a cotton weddine 


display 


By L. K. COCHRAN 
J. Goldsmith & Son Company, Memphis 
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EXCITING DISPLAY IDEAS IN 
MANHATTAN WINDOWS 
[Continued from page 3| 
very realistic except for their flourishing 
size. A single leat of each individual plant 
is heavily reinforced with wire to hold a 
quantity of accessories, those of the plants 
which appear to project from the soil ac- 
tually being only half units. The torso fig- 
ure wears red and white checks, a smaller 
pattern in the checks bordering the white 
showeard. The background is finished in 

white. 

This window is one of a group masked 
down to oval shadow box shape with white 
wallboard carried immediately back of the 
elass and framed with wood moulding in 
an antique finish. In the other group carry- 
ing out this theme, the windows were un- 
masked and the mannequins dressed in the 
featured color stood in garden beds of peat 
moss outlined in bricks and planted with the 
huge radishes and gay seed packets stuck 
here and there in the soil. The text was 
lettered on a whitewashed signboard also 
planted in the earth. 

“American Way Exclusives—in Authentic 
1853 to 1860 Everfast Prints were pre- 
sented with delightful realism in a series of 
typically American interior and outdoor set- 
tings by Display Director Beaumar Jaimes 
of Franklin Simon's, as seen in the illustra- 
tion. 

The leisurely tempo of a bygone day is 
recaptured in this drawing room 
graced by the presence of three demure man- 
nequins gowned in their present-day ver- 
sions of the authentic old prints. Conversa- 
tion piece among the spectators was the 
lovely antique harp of ivory and tarnished 
gilt, said by Jaimes to be over a hundred 
vears old. The walls are a soft gray wood 
paneling—the harmonizing mul- 
berry shade. 

All of the furnishings and accessories 
the mahogany table, the framed sampler, 
porcelain fire dogs, and hurricane lamps- 
are authentic pieces reflecting the decorative 
style of the period. Huckleberry leaves are 
banked in the open fireplace in accordance 
with the custom of the day. 

All of the windows are similarly framed 
in wood valances finished in antiqued ivory 
with a quaint pink and blue flower pattern 
copied from one of the print designs and 
the wording “American Way Fashions” in 
blue lettering directly overhead center. In 
the outdoor settings the walls are finished 
in summer sky blue and pale blue bath crys- 
tals simulate little brooks running over the 
floor. One of the 
scenes is devoted to children’s dresses with 
the small figures grouped around a little 
old-fashioned summer house pagoda or un- 
A dining room and 


scene- 


carpet a 


moss covered garden 


der a drooping willow. 
a frilly curtained boudoir also are included 
in the five windows of the group. 


Sacramento Displaymen 
Form Association 

The Sacramento Displaymens Association 
has been formed by a group of displaymen 
in the California city. If present plans are 
carried out, the organization should be one 
of the finest and most progressive on the 
Pacific coast. Officers will be elected at the 
according to 


liext meeting, Clarence’ F. 


lsrown, who has charge of publicity. 
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fringing display materials. 


infringement. 


5éo0 W. 


175 FIFTH AVENUE, 





PATENT NOTICE! 
Accordion Pleated Panels 


Accordion Pleated Panels are protected by 
U. S. Letters Patent No. 1839871. 


Manutacturers, jobbers and users are warned 
against the manufacture, sale or use of in- 


Our rights will be vigorously defended against 


COROCRAFT PRODUCTS CO. 


LAKE STREET, 


WINDOW ADVERTISING, INC. 


NEW YORK CITY 


CHICAGO 








"History Of Bowling" 
Seen In Murals 

Delegates to the thirty-ninth annual Inter- 
national American Bowling Congress, held 
at Cleveland, Ohio, March 9-May 5, 1939, ac- 
claimed a series of murals above the long 
stretch ot alleys, in which the development 
of bowling from earliest times was por- 
trayed. 
cavemen rolling round stones on a “green,” 


The first scene showed a group ot 


and succeeding murals illustrated the status 
of the game in ancient Greece, early KEng- 
land, ete., up to the present time. The murals 
were by the Cleveland Artificial Flower 
Company, 1387 West Ninth street. 


Transparent Sun-Blind 


Introduced Here 

Walter Mulberg, 46 West 2lst street, New 
York City, has recently introduced to this 
country a device known as the Transparent 
Sun-Blind. This attachment is installed on 
the inside of the window so that it can be 
raised or lowered like a regular window cur- 
tain. It is transparent, but is said to repel 
98 per cent of the sun rays which might 
fade or otherwise injure the merchandise on 
display. The device has been used in Eu- 
rope for some time, according to Mulberg. 


Waterman's Wins 
Local Contest 


The Broadway Association's display con- 
test promoted recently in New York City 
resulted in first prize (the World's Fair 
trophy) being awarded to Waterman's, 55 
Broadway, for a window of fountain pens. 
The department store division was won by 
R. H. Macy & Co., Irving Eldredge, display 
manager. 

New Display Service 
For Lima, Ohio 

M. A. O'Neil has formed the O'Neil Dis- 
play Service, located at 735 North Union 
street, Lima, Ohio. 











NEW SERVICE 


To Display Builders 


METAL 
MOULDING TRIM 


Stainless—Copper—Chrome 





CLIP-ON 


SNAP-ON 
BOLT-ON 
Warehouse Stock—Prompt Delivery 


Moulding Formed to Specification 
Cut Lengths—Formed Ends 


Send Your Inquiries to 


DASCO PRODUCTS CORP. 


15913 ETHELYN CT. 
EAST DETROIT - - - MICHIGAN 











You spend good 
money for adver 
tising cutouts or 


ARDBOARD 
.» EASELS 225,20", 


is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write tor samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 





























The summer slump that rolls around each 
year and continues through July and August 
seems to be a necessary evil and in all prob- 
ability there is little the individual store can 
do to hold up the falling sales graph. About 
all that can be done is to “stay in and pitch” 
in an attempt to mitigate the slump, rather 
than to be content to ride along with it until 
the change of seasons brings about a correc 
tion. 

The consistent use of good display during 
these months can help in the effort toward 
keeping up sales; there is a certain amount 
of spending going on and the influence of 
cool, inviting windows and interiors is a fac- 
tor which can mean much toward drawing 
into the store. 

The summer slump really begins after 
June, for this month around 7.5 per 
cent of the average store’s total annual sales 
among all 


this business 
does 
seventh 


and ranks 


business produced, according to the National 





months for 
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ombat Summer sSiump 
With Good Display 











Retail Dry Goods Association's promotional 
department. However, June does represent 
a decrease from May and April. 
decline in full force, this 

about © per cent of 
and ranking eleventh 
among all A pick-up is found in 
August, which ninth furnishes 
about 7 per cent of the year’s total business. 

The cover of this issue of DISPLAY 
WORLD is indicative of how appealing 
summer merchandise displays can be made, 
just as are those illustrated on this page. 
It is high time now to begin making plans 
for summer presentations, if a program has 
not been outlined already, with the thought 
in mind that anything display can do to in- 
crease sales during the coming period is just 
that much for the better. 

\s seen on the cover, J. C. Nichols, John 
Wanamaker Philadelphia, Inc., Philadelphia, 
Pa. “water” back- 


July sees the 
month furnishing only 
the year’s business, 
months. 


ranks and 


used a cool sea-green 
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ground of cellophane for a window of beac 
wear. Such a setting makes an excelle: 
presentation for the initial showing of vaca 
tion merchandise, which must be given atte: 
tion soon. 

J. E. Bjork, William Y. Gilmore & Sons 
Oak Park, Ill, used a graphic display to 
Jantzen swim suits, employing a “billboard 
to get over the name and slogan. 

A suggestion for the interior 
trims that help so much to brighten up 


colum: 















department is given in the small illustration 
of a display by H. W. Bluttman, Burger- 
Philips, Birmingham, Ala. This was a de- 
partmental tie-up with Life magazine. The 
background was in yellow, with the wording 
formed by blue cut-out letters. The cutouts 
of waves, gulls, clouds, and were in 
white. The whole unit made a very colorful 
and effective appearance. 

A simple, attractive display of beach weat 
is illustrated in the picture at the lower left. 
The window setting was created by Rudolph 
A. Aguilar, The Marston Company, San 
Diego, Calif., and was one of four displays 
in which the same general decoration scheme 


boats 


was followed. 

The background formed a sky effect, being 
treated in tones ranging from a soft grayish 
mist-blue to a deep blue. Trees were made 
of white plaster of Paris (note the branches 
display from the left) 
feathers. A rock 
colored to 


into the 
chartreuse 
tree 


extending 
with limbs of 
at the bottom of each 
match the merchandise. A electric 
fan was concealed in each window to keep 
of the tree in gentle motion. 


was 
small 


the “leaves” 







—The first display is by J. E. Bjork, William Y. 
Gilmore & Sons, Oak Park, Ill., using a "bill- 
board" to call attention to the name and 
slogan of the merchandise. . . . The small 
illustration is of column treatment by H. W. 
Bluttman, Burger-Philips, Birmingham, Ala. 
Yellow, blue, and white composed the color 
scheme. . This is followed by a beach 
wear display by Rudolph Aguilar, The Mar- 
ston Company, San Diego, Calif. The tree 
limbs were of plaster of paris, decked out 
with chartreuse colored feathers for leaves— 
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PEND MORE OF YOUR 
TIME OUT of 


co esses, 
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—The Marie Antoinette cotton dirndl is the featured merchandise in this display by the R. H. 

White Company, Boston, Mass., F. R. Splan, display manager. The panel in the background 

is a “Comura," or commercial mural, one of a comprehensive group produced by W. L. Stens- 

gaard & Associates, Inc., 346 North Justine avenue, Chicago, from original designs by well-known 

artists. ‘‘Comuras" are processed in oil colors on special heavy paper and can be re-used or 
mounted for permanent display purposes, as desired— 


Pittsburgh Firm 
Changes Name 

The Artists’ Supply Company, Pittsburgh, 
Pa., has changed its name to Cappy & Co. 
Coincident with the change is the firm's 
removal to enlarged quarters at 323 Boule- 
vard of the Allies, a few doors from the 
former location. 


: 


¢ 





Consulting Service 
Established 


Howard Williams has opened a display 
consulting service at 701 Race street, Cin- 
cinnati, Ohio. This is in addition to his 
duties as president of Co-Operative Dis- 
plays, Inc., 333 East Eighth street 





—Beverage glasses 6 feet tall created the pleasant illusion of coolness that was the key-note 
of this striking window display. These huge glasses, complete with straws, ice cubes, lemon 
slices, and cherries, were made of clear sheets of “Vue-Pak" plastic, made by the Monsanto 
Chemical Company, St. Louis. The Gernes Garment Company, Kansas City, Mo., used this 
creation to display the firm's new Gay Gibson summer dresses in the feature display at Kline's, 
St. Louis. The custom-built glasses were by the Central States Paper Company, St. Lovis— 
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TENNIS 
PANEL 
No. 239 


40 in. wide 
72 in. long 






Processed in two shades of Brown, White, 
Sand, and Sky-Blue on Dark Green Reycratft. 
* 

See it on display at your service wholesalers. 


. 
THE REYBURN MANUFACTURING CO., INC. 
ALLEGHENY AVE. AT 32ND ST., PHILA., PA. 
SHOWROOMS 


106 SEVENTH AVE. 1100 SO. WABASH 
NEW YORK CHICAGO 















NEW CARPETS for OLD 


Use Dy-O-Rug to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 
fabrics. 


For information write 
———---@— 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 








GLASS SILK (SPUN GLASS) 
Gives Snow or Ice Effect 
Pure White — Fireproof — For Window Display 
and Decorative Purposes — Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 EAST 42nd ST., NEW YORK 
Telephone: Murray Hill 2-4235 


Also Glass Tubes, Rods and Gazing Globes 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 











=a Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


WIRES 
NO PLUGS 

ELECTRICITY 
ARISTO MFG. CO. 


630 5th Ave., New York City 
Agents Wanted 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brisehograph Co. 


COLUMBUS, OHIO 
Enlarging Projectors for Display Men, 
Artists and Sign Studios 
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ODPDPORTURNITY EXCHANGE BRR 
Answers 


SALESMEN WANTED Question: I am planning to remodel my) 


. : windows, including a new lighting system. 
A large Eastern manufacturer and converter of display materials sell- Would yon schteeend Gat 1 eels the 


ing only to display dealers and chain stores is interested in making new Geocsetiout lames i6r tk geteesk Cahn 
connections with men familiar with this type of trade for CHICAGO an? The eceiows ane § Sek do eel 12 
and vicinity. Good opportunity for a live-wire man. Straight com- feet in length—Eau Claire, Wis. 

mission basis. Answer: The new fluorescent lamps are 


Address “MATERIALS” excellent for lighting interior display Cases, 


but are hardly practical from an economic 
Care DISPLAY WORLD, 175 5th Ave., New York City standpoint tor general display window light- 
ing, according to authorities. To get inten- 
sities generally recommended today for show 
windows, more than a single row of fluores- 
cent lamps would be required. The 24-inch 
white fluorescent lamps (27 watts including 
NATIONAL and SECTIONAL SALESMEN the auxiliary) has : light output of 640 
We manutacture decorative background lumens, or the equivalent of the regular 50- 
A large distributor of all display mate- materials widely used for window display, watt frosted lamp. That means that a single 
rials is interested in taking on a few ad- model houses, and_ interior displays. continuous row of 24-inch tubes would give 
, only as much light as 50-watt lamps spaced 
24 inches apart. To get the equivalent 
brightness of 200-watt regular Mazda — 
on 12-inch centers (generally considered a 














ditional lines on a national or sectional Excellent side line for salesmen calling 


basis. Can do a thorough job. Write on department stores and display houses. 
promptly. Distributors considered—territories avail- 
able. 


Address “EASTERN” : good window lighting for downtown streets) 


. ° it would be necessary to have about eleven 
‘are DISPLAY WORLD—Room 1101 Timbertone Decorative Co., Inc. | i... oi fluorescent tubes. 


175 Fifth Ave. New York City 211 East 45th St. New York, N. Y. There are, however, many places in dis- 
play where fluorescent lamps are ideal, such 
as niches, various signs, cove lighting, etc., 
or any place where abundant color is needed. 














WANTED FOR SALE — WALTERS’ FIT-RITE AND 


Salesmen calling on the decorators. We ss gen WINDOW SOCK FOR DECORATORS 


- ; ; ; > of heavy fleece- lined Jersey cloth, 55c pr., Question: I often use shadow boxes with 
can offer a good side line on a commis- $3.25 half doz., $5.25 doz., postpaid. An elastic ie 


sion basis. Mention territory you travel. tape band is sewed in the top. U. S. Patent opal glass in front of lamp bulbs. The 


Address “ALL STATES” 1,494,653. Fits over any shoe. Order by size panels are usually bright enough, but are 
; shoes worn. J. M. WALTERS, Mfr., 22 - . 
Care DISPLAY WORLD, N. Y. Office ane Woe ke Angeles, Calif. Pe ae very spotty and uneven. Is there a rule to 


175 Fifth Ave. New York City guide me in locating the lamps to avoid 
this ?—Nashville, Tenn. 
WANT A BETTER JOB? DISPLAY MANAGER Answer: Uniformly lighted panels of opal 


r . ‘ : ; ylass, translucent paper, plastic material, 
Learn Window and Department Store Display, Important specialty shop experience ; orig- glass sluce , pa] 1 s 
Background Designing, Showeard Writing. Spe aah. euietints billie Diem Gntiet ‘nd ete., can be obtained by spacing the lamps 
cial, practical, intensive 6 week summer courses al, CIC ca ity. een fashion mind- no further apart than the distance of the 
start July 10. Low summer rate. Placement op ed. Will go anywhere. fil i : - pane | ‘diff : 
portunities. Booklet DW. i a oe llament of the lamps trom the diffusing sur- 
BROADWAY SCHOOL OF DISPLAY ARTS nem BOX R. Ww. G. face. That is, if the lamp filament is 8 
119 West 57th St. New York City rare DISPLAY WORLD 











inches from the glass or paper, the lamps 
should not be more than 8 inches apart. This 


j ; means you will probably have to use smaller 
Display Manager—Now employed, desires per ARTIST att: ont II 4. a { the 
manent connection with progressive firm where Creative, some window trim experience, capable wattage bulbs, but more of them. 
ability and aggressiveness will merit future ad modern backgrounds, desires position where these —_—_—_—_ 
vancement. Best of record and recommendations combined abilities could be utilized. . 20 : "7 . 
based upon twelve years’ thorough working ” Question: In the June, 1938, issue of DIS- 
knowledge of display presentations. Samples Address “ARTIST,” Room 1101 PLAY WORLD there is an attractive 
gladly submitted. Address “M. G. W.,” care are DISPLAY r ’ ta} i 

, Cc s WORLD, New York Office World's Fair background which I would 


DISPLAY WORLD. : 
175 Fifth Ave. . Ba 
a oe nialincnalientad like to reproduce. The part that puzzles me 


is how to construct the perisphere. I felt 
AnySETIene — HOME STUDY—The Adver- FOR SALE sure that some of the plastic manufacturers 
tising Minde isplayman is qualified to make Most outstanding ld offer these in various sizes, but since 
st outs g iristmas Decoration in Amer would offer lese In Various sizes, DUT SINCe 
1 Ai elles Many move geaaneted: Som ica! Ten Veivet Panels—artistically painted in I have not seen any I would appreciate hav- 
this long-established school. Common _ school : < : an) apl < . 


: . - oils depicting Christmas in All Nations. Size ‘ si " : 
education sufficient. Send for free booklet out- with frames—5 feet wide, 9 feet tall. Cost $1,000. ing the names of such firms. Also will ap 


lining home study course and requirements. Will sell for $250. Pictures on request. preciate it if you can give me some infor 
PAGE-DAVIS SCHOOL OF ADVERTISING VANDEVERS - - - TULSA, OKLA. : 1 
3601 Michigan Ave., Dept. 266B Chicago Richard A. Staines, Display Manager 














mation on how to make the round perisphere, 
if I should have to do it myselt.—Albany, Ga. 

Answer: The names of several manufac- 
POSITION WANTED POSITION WANTED turers who can probably supply your re 


Young married man wants a job in a small de By experienced displayman in a department or 
partment store or as assistant in a larger store — _ desiring the finest in selling 
Experienced window trimmer, Art school train windows. Expert cardwriter, versatile on back ; a ‘ ; 
ing. Can design and build backgrounds. Ref grounds and complete knowledge of shop equip COURSES in Window and Store Display, Back 
erences. ment. Young, married, sober, efficient, with ground Design; Merchandising Ideas; Exhibition 
SIDNEY ANDERSON excellent references. Address “A. W.” Displays; Show Card Writing; Advertising Copy 
. Jers : a Ron 3 
13720 Superior Road East Cleveland, Ohio Care DISPLAY WORLD and Layout. Personal Training—Individual Ad 
vancement. No Correspondence Courses. The 
R A Y SCHOOLS, William F. Ray, Pres.; J. 
- Duncan Williams, Dir., formerly editor of Mer 
WANT ADS—(Oi all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, ge ge Show Window, Dept. DW, 
cash with order. June torms close June 10. 116 South Michigan Blvd., eae 
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quirements have been sent you. As to mak- 
ing the globe yourself, we suggest that you 
follow the method discussed in the “Display 
Studio Problems” article which appeared on 
page 12 of the September, 1938, issue of DIS- 
PLAY WORLD. The globe can be made 
from thin fir plywood ribs, covering these 
with chicken wire which in turn is covered 
with rags soaked in silicate of soda (water 
glass) and smoothed out over the entire 
surface. Then several layers of paper towels 
or similar porous paper should be pasted 
down and soaked with the silicate until a 
regular surface is obtained. After the unit 
is dry, plastic pigment with either a glue, 
lacquer, or oil binder is spread .over the 
surface and smoothed out. Paint is then 
applied as desired. 

Question: Where can I get a chart show 
ing how colored light affects colored dis- 
plays ?—Chicago 

Answer: An accurate chart is being sent 


vou. (Editor's note: A number of these 


DISPLAY WORLD 


charts are available, at no charge. A re- 
quest to DISPLAY WORLD is all that is 
required.) 





Duluth Display Service 
Enlarges Quarters 

Ten thousand square feet of additional 
space at 4-8 West Michigan street, Duluth, 
Minn., is an addition to the quarters of the 
Duluth Display Service. It will be used for 
the construction of special displays and for 
warehouse purposes. The former address at 
109 Lake avenue, South, is being converted 
into offices and showrooms. The firm han- 
dles a complete line of display materials and 
fixtures. 


F. G. Becker 
Resigns 

F. G. Becker, who has been with J. P. 
Carey & Co.. New York City, for the past 
twenty-three years, has resigned as display 
director. 


43 
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SECOND GREAT ADVENTURE 
WAS WITH THE MODEL STORE, 
OF ST. LOUIS — FIRST ATTEMPT 
AT WOMENS WEAR — DIDNT EVEN 
KNOW HOW TO RAISE AND LOWER 
A FORM- WAITED UNTIL WOMAN HELPER 


DID THE TRICK BEFORE HE CAUGHT ON! 
































_by Anthony Brinker 








J FIRST JOB 
? WINDOW TRIMMING WAS 
V/. WITH THE COLUMBIA- 
LOTHHNG CO.., SUPERIOR, 
bey HAD TO SLEEP IN 
WZ THE STORE NIGHTS BECAUSE 
#71 HAD TO BE SWEPT & WINDOWS 
WASHED BEFORE OPENING EACH 
MORNING~ TRIMMED 12 WINDOWS 
: PMARKED MERCHANDISE , COLLECTED 
BILLS, ETCALL FOR GRAND TOTAL 
$250 AWEEK | 


MATS OFF 
THIS WW Wee 


= Sl Me Wey 


DISPLAY MGR. 
7% Kay COMPANY 
LOS ANGELES, CALIF. 














SWEET SONG | 


FIRST PRIZE 
ATTEMPT WON THE 

$500, AWARD IN Th 4 
RICE “LEADERS 

THE WORLD CONTEST” 


uM 


BAMBOO 


AND 


RATTAN 


RAW MATERIALS 
FURNITURE 
ACCESSORIES 


All Sizes Stock on Hand 


WRITE FOR SAMPLE 


UNUSUAL ProbucTS Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 











YOUR 





GET 


FREE COPY! 


Daily’s NEW 


1938-39 


CATALOG 


Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L. Daily.Ine. 
122 East Third St., Dayton, O. 














WRITERS 
\ "shame 
ARTISTS I 
MATERIALS 


pee 





NEW YORK SCHOOL OF 


DISPLAY 


(Licensed by State of New York) 
A Vocation and Vacation combined! Special 
short, intensive summer courses offering prac 
tical training in varied phases of Window 
Display. Beginning July 10; registration now 
Enrollment limited World’s Fair tours and 
first hand study of exhibits. Free placement 
service. Write for folder: Polly Pettit, Director. 


14 WEST 48ST. (OFF 5™) BRY4*’ 9-486) 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








ATTENTION DISPLAYMEN! 


Red Sable Lettering Brush Set of 
Ne. 4,645,044 ..... : $1.95 
6 Speedball Pens, Holder, Ink ‘ 65c 


The Leading Sign Supply House of the Southwest 


BADER’S 1112 LOCUST ST. 


ST. LOUIS, MO. 




















Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
| Background Coverings 

() Booths, Floats and Exhibits 
Brushes and Pens 

Lj Card & Mat Board 

_) Cardwriters’ Materials 

() Color Lighting 

() Crepe Papers 

(} Cut-out Letters 

(} Cutting Machines 

() Decorative Papers 

() Decalcomania 

() Display Furniture 

{] Display Forms 

C) Display Racks 

() Drawing Boards 

_) Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 

[) Mannequins 

() Mouldings 

() Metal Sheets 

() Millinery Heads 

CL) Motion Displays 

() Motion Mechanisms 

{) Natural Foliage 

() Pageants & Exhibits 

C) Plaques (Window) 

CL) Papier Mache Specialties 

(J Photographic Blowups 

_' Plastic and Composition Pieces 

(] Price Cards—Tickets 

() Price Ticket Holders 

[] Sale Banners 

() Socks—Window 

() Show Cards 

CL) Show Card Colors 


CL) Show Case Lighting 
C) Signs—Card Holders 
_) Signs—Brass— Bronze 
Signs—Electric 
’ Sleeve Forms 
Stencil Outfits 
}] Stock Posters 
(_) Store Designing 
(} Store Fronts 
CL) Tackers 
_) Time Switches 
() Turntables 
CL) Valances 
_) Wall Board 
() Window Drapes 
CL) Window Lighting 
[) Wood Carvings 


C) Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
() Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
See eee @Geeeeeeeaeeaeeaeeaaeeaaea « & 
Firm 
Display Manager 
Street 


City 








DISPLAY WORLD 


MAY, 1914 

J. R. Patton, formerly with Henry Siegel 
& Co., Boston, Mass., became chief assistant 
to Charles Wendell, Gimbel Brothers, New 
York City. He replaced Andrew Hopkins, 
who joined A. D. Matthews’ Sons, Brooklyn. 

J. D. Ziegler, display manager, Simpson- 
York City, re- 
was succeeded by Charles De 
Stewart & Co., 


Crawford Company, New 
signed. He 
Voursney, formerly 
Baltimore, Md. 

T. Guy Duey resigned as display manager 
for MacPherson & Edward, Springfield, IIL. 
to take charge of display for the Wurzburg 
Dry Goods Company, Grand Rapids, Mich. 

Plans were being made for the annual 
convention of the International Association 
of Window Trimmers, to be held in Chicago 
in August. 

The Display Managers Club of New York 
City enjoyed a day’s outing near Silver Lake, 
Staten Island. 


with 


MAY, 1929 


First, second, and third prizes in the $2,000 
display contest sponsored by Cheney Broth- 
ers went, respectively, to Harry E. Walker, 
Quicksilver Company, Wichita 
W. H. Machler, Harth’s, Ross- 
Robert Hanson, Nelson 
Moore Company, San Diego, Calif. The 
presentation of the awards took place in 
New York City, with Herman Frankenthal, 
display doyen, officiating. 

William EF. Mixon resigned trom the dis- 
play staff of Saks-Fifth Avenue, New York 
Jamberger & Co., Newark, 


Schienberg 
Falls, Texas; 
burg, Ore., and 


City, to join L. 
New Jersey. 

Charles M. Smith, in charge of interior 
display for A. I. Namm & Son, Brooklyn, 
assumed the display directorship of Siegel- 
bourne’s, Stamford, Conn. 

W. T. Allen became display manager for 
The Howland Dry Goods Company, Bridge- 
He had been assistant display 


Macy & Co., New York 


port, Conn. 
manager at R. H. 
City. 

H. O. Peters, display manager, The Broad- 
way, Los Angeles, Calif., joined Barker 
Brothers, in the same capacity. He was suc- 
ceeded by Harry A. Bell, his former first 
assistant 


Additional Quarters 
For Display Firm 

Select Artificial 
taken a long lease on premises containing 
10,000 square feet of space at 16-18 West 
36th street, New York City, in a large street 
floor store. The present location at 19 West 
36th street will be 
design, creative, and 
quarters. In the new 
enabled to add improvements not heretofore 
possible, with the firm’s designs being dis- 
played in actual streamlined built-in) win- 
dows, with modern lighting equipment and 
The line has also been broad 


Flower Company has 


maintained also, as a 
manufacturing head- 


store Select will be 


accessories. 
ened. 


MAY, 1939 


Cogswell Cromwell Joins 
Pogue's, Cincinnati 

For many years display manager for J. N 
Adam & Co., Buffalo, N. Y., Cogswell! 
Cromwell has accepted the position of dis 
play director for the H. & S. Pogue Com 
pany, Cincinnati, Ohio, filling the place lett 
vacant some weeks ago by the resignation o1 
Clinton Clark, who has joined the Boston 
Store, Milwaukee, Wis. Virgil Ochiltrec 
formerly with Shillito’s, Cincinnati, has be 
come a member of Pogue’s display depart 
ment. 

Don Brown, who has been handling dis 
play for the J. N. Adam & Co. store at 
Niagara Falls, N. Y., has been appointed 
display manager for the Buffalo establish 
ment, assisted by Raymond Smith. Wayn 
Baumler, former assistant at the Niagara 
Falls unit, becomes display manager for thx 
latter store. 





Index to Advertisements 
MAY, 1939 





Ace Paper Co 

Aristo Import Co., Inc 

Bader's ore 

Becker Sign Supply Co 

Besbee Products 

Bliss Display Corp 

Brischograph Co., The 

California Display Technique 

Chicago Cardboard Co 

Corocraft Products Co 

Daily, Bert L 

Dasco Products Co 

Dazian's, Inc 

Dinlocker, Charles 

Douglas Fir Plywood Assn 

Durable Displays, Inc 

Eaton Brothers Corp 

Excelsior Paper Specialties Co 

Fleischer & Co 

Friederich & Dimmock 

Fuchs & Son, Henry 

Goodman Flexible Sleeve Form Co 

General Electric Co Inside Back Cover 

Hansen Mfg. Co., A. L 

Helms Chemical Co 

International Register Co 

Koester School, The 

Lloyd Display Equipment Co 

Lyons & Co., Hugh 

Maharam Fabric Corp 

Merkle-Korff Gear Co 

Mileo, P. C 

New York School of Display 

Opportunity Exchange 

Pressman & Tempest 

Redikut Letter Co 

Reyburn Mfg. Co 

Service Bureau 

Siegel, Nat 

Siegelman & Co., J. C 

Shoe Form, Inc 

Speedway Mfg. Co 

Silhouette Form Co 

Standpat Easel Co 

Stensgaard & Associates, Inc., W. L 
Inside Front Cover 

Timbertone Decorative Co 

Thayer & Chandler 

United States Gypsum Co 

Unusual Products Co 

Zeppen-Field Studios, W. M 
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GOLD MINE FOUND IN 
SILVERED BOWL! 


Test promotion featuring G-E Silvered Bowl MAZDA 
lamps and fixtures makes new sales record 
at Edwards’ Syracuse store 








W. EDWARDS AND SON, Syracuse, N.Y. store fixtures. And they saw how easy it was to install in their 
e made a three-weeks’ test promotion featuring G-E homes... at a twist of the wrist. 
Silvered Bowl Mazpa lamps and fixtures in their port- Silvered Bowl Mazpa lamps and fixtures are exciting 


able lamp department and in their store windows. merchandise for department stores to feature. ‘Test 


Asa direct result, this store not only greatly increased its promotions have proved their attraction value and sale- 
sales of allG-l;) Mazpa lamps, made record-breaking sales ability. And there’s good profit to be made. 


of indirect lighting fixtures designed for Silvered Bow! For further information on how your store can put on 


lamps, but also increased sales of other lighting equipment. a Silvered Bowl Mazpa lamp promotion, write General 


Customers were sold on the idea of how inexpensive Electric Company, Dept.169-DW-I, Nela Park. Cleve- 
indirect lighting could be with Silvered Bowl lamps and land, Ohio. 


MALDA GS LAMPS 
BETTER 8&6 
LIGHT 
BETTER ‘Sate 
SigHT 3 





Kdwards set up this “Light-Conditioning” display featuring Silvered Bowl lamps 
and fixtures in their portable lamp department, during the period of the test promotion. 





GENERAL @ ELECTRIC 
MAZDA LAMPS 


Silvered Bowl Mazpa 
lamps are regular 
Mizno. lamps with a 
coating of “mirror sil- 
ver” on the bowl, 

















ualize them 


versatile 
R pLywooD 


\T’s EASY T 
exactly as you VIS 
when you use 
DOUGLAS Fi 








@ Douglas Fir Plywood is so versatile you can fabricate 
it into any type of display... and get exactly the effect you 
have in mindl 

This laminated lumber comes in big handy panels that 
cover spaces quickly. Each panel is lightweight, split- 
proof, satin-smooth. Douglas Fir Plywood is easy to work 
with all tools. It holds nails and screws right at the very 
edge —can be cut into intricate patterns or bent without 
breaking. It is so rigid extra bracing is usually unneces- 
sary. Plywood displays stand lots of use and abuse, and 
almost every piece is salvageable. 


Douglas Fir Plywood has a distinctive grain that often 
lends a very pleasing decorative effect when stained or 
finished natural. But paint, lacquer, plastic and wallpaper 
finishes look equally well. Keep a supply of this engi- 
neered lumber on hand. There’s scarcely a day when you 
WORKS FASTER! The reason millions of feet of Douglas Fir won't find uses for it. Order from your lumber dealer. 


Plywood have been used at the Golden Gate International Exposi- 
tion is because this engineered lumber goes up so fast . . . can be 
bent easily or cut to any shape .. . takes thon finish . . . builds a BUY DOUGLAS FIR PLYWOOD BY GRADE! 
more rigid structure, The EXT-DFPA grade is used on the exteriors Douglas Fir Plywood Wallboard—now “grade trade- 
of this California State Building, the Federal Building in the back- marked” PLYWALL—is most frequently used for interior 
ground, and more than a score of other structures. and window displays. For permanent exterior work or out- 
door displays, use the EXT-DFPA grade 
of Douglas Fir Plywood. Your lumber 
dealer carries Douglas Fir Plywood in 
- 7 convenient sizes up to 4x8 feet and in a 
SMART EFFECT! Z are i complete range of thicknesses. For more 
Wilts itdiae- ai. Tied. : ot : : & information about this engineered lum- 
mond’s, Los Angeles, has ber, welts Douglas wir Plywood Ane 
a Douglas Fir Plywood tion, Tacoma Building, Tacoma, Wash. 


floor. The distinctive grain 
forms a very rich-looking 
base for the merchandise. 
Try this idea soon! 





WEATHER-PROOF! 
The entire base of this 
streamlined Foster & 
Kleiser painted bulletin is 
built of the exterior grade 
of Douglas Fir Plywood. 
This grade stands up per- 
fecily under all weather 
conditions because water- 
proof glue is used. 





